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Soaps, 
Proprietary 
Medicines, 
Cosmetics, 
Perfumes, 
etc., etc., 


cannot attain a large sale except they are well ad- 
vertised. 

As these articles are very largely sold in the 
country, it stands to reason they must be continu- 
ously advertised in country papers. 

The articles won’t sell themselves. 

The columns of the local country weekly must 
be utilized for that purpose. 

Attractive advertising inserted therein will in- 
terest the country people and cause them to buy. 

The goods otherwise might lie on the store 
shelves covered with dust. 

adi pEne> 


With one order and one electrotype one-sixth of all the 
country readers of the United States can be reached weekly. 

The 1400 local papers of the Atlantic Coast Lists accom 
plish it. 

Half a cent a line a paper for transient advertising. 

Quarter of a cent if 1000 lines are engaged. 

Catalogue for the asking. 


AD DOmEY 
ATLANTIC COAST LISTS, 
134 LEONARD STREET, New York. 
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HOW TO TREAT THE PRESS. 


Hotels do and cap secure much de- 
irable advertising without expense by 
knowing how to treat the newspaper 
nen. A few pointers from an old re- 
orter : 

The hotel man can be of great value 
o the newspaper man and the news- 
paper man can be of great value to the 
hotel man. : 

The reporter has to find all his.‘‘ dis- 
inguished visitors’’ at hotels. Every 
listinguished visitor is an ad for the 
hotel that entertains him. If he be 


nterviewed the interview will adver- 
ise the hotel just in proportion to its 


importance, its interest and its ‘‘ cir- 


culation,’’ by which I mean its being 
copied in other papers or wired to out- 
f{-town papers, and the out-of-town 
papers do a hotel as much good or 
more than the in-town papers. There- 
fore it’s to the interest of the hotel 
man to help the interviewer. At the 
same time he must be careful not to 
offend the interviewed by helping to 
force him into publicity, especially if 
the interviewed shrinks from it. But 
the hotel man knows best of any one 
when and how his guest is most ap- 
proachable and can help the reporter a 
great deal if he will, without offending 
his guests. 

What is more than this, he can often 
suggest opportunities for interviewing 
that the reporter wouldn’t think of— 
for reporters, as a rule, are not ac- 
quainted with each and every notable 
in the land, nor do they always scan 
hotel registers with discerning eye (es- 
pecially is this true in the smaller 
places where the ‘‘hotel reporter’’ as 
a specialist is unknown). The sugges- 
tion of a good story or even a quiet 
little item will frequently lead to a 
very good ad for the hotel and please 
the man interviewed into the bargain ; 
for, all self-assertions to the contrary, 
most people do Tike to see their names in 


print. The hotel man’s opportunities 
in this direction are limitless, and he 
will bear me out in the statement that 
each day some one looms up at his 
hotel who would be tickled to death to 
have the pleasure of meeting a court- 
eous young journalist who would dis- 
creetly say what he wanted said and 
discreetly leave unsaid what he don’t 
want said. The shrewd hotel man 
knows how to bring them together in 
a way that won’t make the guest ap- 
pear to be seeking the publicity for 
which his soul is secretly yearning. 
Then, again, the hotel man can quict- 
ly give the reporter tips about the reg- 
istered names, so that each day nice 
little items will appear that will adver- 
tise the hotel. But it’s the public 
functions that occur at hotels that are 
the great opportunities for the hotel 
man—dinners, receptions, conventions, 
meetings. The hotel man owes it to 
himself to do all in his power for the 
newspaper man on such occasions, for 
the newspaper man is his friend and 
ally. If the gathering is one of the 
kind that expect the reporters to give 
long and glowing reports of after-din- 
ner speeches without any of the anti- 
speech inspiration of good viands and 
good wine, let the hotel man come 
forward and give the reporters the best 
the hotel affords and charge it to ‘‘ad- 
vertising.’” If the reporters know 
they owe their entertainment to the 
hotel man and not to the other fellows, 
so much the better for the hotel. It 
will mean a splendid story of the 
things that do a hotel the most good, 
even if some long-winded speeches 
have to be left out of the story to make 
room for gratitudinous descriptives. 
These are the occasions when the 
waiters should be instructed to bring 
the newspaper men anything they want, 
from Buffalo lithia water to Pomery 
Sec, from straight cut cigarettes to 
Rosa Prefecto cigars, for the reporters 
are all ad writers for the time being, 
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with plenty of space at their disposal 
to be used for the hotel or not, as the 
reporters choose. ° 

Such treatment as this means hun- 
dreds, thousands of dollars’ worth of 
advertising of the very best kind—in 
preferred position, top column, next 
pure reading, and oo, by the best 
writers on the staff, who will vie with 
each other for the assignment to this 
hotel, when they find that dinners there 
are more than merely ‘‘a feast of rea- 
son and a flow of soul.” 

And some day when the hotel man 
needs a lot of newspaper friendship— 
when his hotel has burned down and 
he would like to prove he wasn’t to 
blame, or some has been asphyxiated 
in one of his rooms, or a suicide, or a 
scandal, or any one of the things occur 
that hurt hotels, he will find that the 
newspapers will stand right by him 
just as far as their sense of justice and 
duty will permit— provided he has been 
treating them as his friends and allies 
in the time that has gone by. 

But if he has been turning them 
away without news or food or wine, 
when there was plenty of news and 
food and wine within his gift, when 
disaster overtakes him he will learn 
the power of the newspaper as an ad- 
vertising medium—not that the re- 
porters will descend to the level of a 
petty spite or a low revenge ; but they 
will find his misfortunes the opportu- 
nity for those ‘‘ good stories’’ that are 
sometimes the making of newspapers 
but the ruin of men. 

AN OLD REPORTER. 


HOTEL MEN AND “ PRINTERS’ 
INK.” 


THEY NEED IT EVERY WEEK, AND 
THEY CAN’T AFFORD TO BE WITH- 
OUT IT, AS THIS LITTLE ARTICLE 
WILL PROVE. 


No class of men in the community 
need PRINTERS’ INK more than hotel 
men do. ‘They are all advertisers to a 
greater or less extent, but considering 
themselves small advertisers, or not 
advertisers quite in the sense that dry 
goods and patent medicine men are 
advertisers, many of them think it 
is not necessary for them to keep 
posted on how to spend their advertis- 
ing appropriations, if they have any 
advertising appropriation at all, as the 
majority have not, but spend their 
money as the most persuasive solicitor 


who happens to come along may urge, 
and then feel appalled when they come 
to figure up how much they have 
“thrown away in advertising during 
the year”—probably anywhere from a 
hundred to ten thousand dollars, 

PRINTERS’ INK would have saved 
them some of this. 

Hotel men _ should subscribe for 
PRINTERS’ INK to learn what other 
hotel advertisers are doing—how they 
make money by spending money in 
advertising. PRINTERS’ INK has ar- 
ticles in every issue of deep interest to 
the hotel man. Though not all of 
them will be found to deal directly 
with hotel advertising, yet they teach 
the great principles of advertising, 
which are the same whether the adver- 
tised article is a hotel or a toothbrush. 

Throughout the year many articles 
appear, directly bearing on the subject 
of hotel advertising, in which are 
quoted the views and experiences of 
men who make a success of hotel ad- 
vertising, and by reading which the 
hotel man may learn the road to simi- 
lar success. 

He will learn how to prepare his 
ads and his folders, what good adver- 
tising is and bad and why—where to 
place his ads and where not to place 
them, where to spend his money and 
when to spend it. 

As he reads each successive number 
—and he will read it as tens of thou- 
sands of the shrewdest and most successe 
ful business men in America do—he 
will grow more and more interested, 
and finally reach that point when he 
won’t want to miss a single number or 
a single article. 

PRINTERS’ INK will become his firm- 
est friend in the advertising world, ever 
ready to tell the exact truth, with no 
axes to grind, no ads to solicit. He 
will find that PRINTERS’ INK knows 
what it is talking about, and that its 
statements can be relied upon as Gos- 
pel truth, which is something he is not 
able to say of any advertising solicitor 
he ever met, for no matter how desir- 
ous the -advertising man may be to 
help the hotel man, he is not in busi- 
ness for his health, but for the purpose 
of getting the hotel man’s ad, whether 
the hotel man wants to advertise or 
ought to advertise or not. 

If a real honest solicitor does come 
along and admit that his medium is 
not as good as some others, and then 
proceed to tell the hotel man how and 
when and where to advertise, the 
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chances are he may not have been able 
to incorporate into his intellect all 
that all the best advertisers in America 
know about hotel advertising, and if 
he did it wouldn't be feasible for him 
to come round every week, fifty-two 
times a year, at just the times when 
you most want to see him, and not 
ome when you don’t want to see him, 
and tell you from thirty-two to sixty- 
four pages about advertising as gleaned 
vy him during the preceding week in 
correspondence with the brightest men 
in the country. 

And, if he did, his bill would be 
bout $5,000 a year, or he would be 
losing money on the transaction. 

But PrRiInreRs’ INK does all this and 
1 hundred times more, and it charges 
nly $2 a year to do it. 

That’s why the hotel men will all 
rave PRINTERS’ INK every week as 
soon as they learn all about it, and 
vhy they will keep files of it on their 
desks, same as the wisest merchants 
do, all over the country 

In fact, the hotel man who can get 
‘long without PRINTERS’ INK can get 
along without advertising, which is 
putting it pretty strong. 


PREPARING HOTEL ADS. 


THEY NEED JUST AS MUCH SKILL AS 
ANY OTHER KIND OF ADS DO—SOME 
SUGGESTIONS AS TO HEAD-LINES, 
ETC, 


The preparation of hotel advertise- 


ments is just as important a part 
of the hotel business as it is of the ad- 
vertising business, or vice versa. It 
takes a lot of hotel genius and a lot of 
advertising genius to write the kind of 
hotel advertisements that will bring 
all the business the use of the space 
they occupy ought to bring, and the 
hotel man who believes that getting 
up an ad and running it unchanged 
month in and month out will fill his 
hotel with guests might just as reason- 
ably expect to build up a vast patron- 
age by serving his patrons with roast 
pork, and only roast pork, for dinner 
every day in the year. Roast pork is 
good, and so is his ad, in all probabil- 
ity; but the fickle public won’t be 
found hankering after his pork or 
wildly interested in his ad, when they 
have had the same thing set before 
their eyes a few times. 

But the hotel man don’t dream of 
serving the same bill-of-fare every 


day ; but he does dream of letting his 
ad run unchanged, and that’s one rea- _ 
son why this article is printed. . 

There is no reason why the hotel ad 
should not be changed just as often as 
other ads are, and that’s about every 
time. There is plenty that can be 
found to vary the ad with and still 
bring out the salient points of name, 
address and rates each and every 
time with ever-increasing force. 

Let us take the Westminster Hotel 
for an example—because it advertises, 
because it is the subject of an interest- 
ing article in PRINTERS’ INK, and be- 
cause the writer of this happens to be 
perfectly familiar with its advertising 
possibilities. 

About twenty ads could be written 
on its location, beginning thusly, for 
instance : 


Right 
in the 
heart 
OF NEW YORK CITY 


—only a block from Broadway, 
at Union Square—nearly every 
great store within half a mile of 
it and yet perfectly retired and 
quiet, amid the aristocratic envi- 
ronment of Irving Place and 
Gramercy Park. 


The SHOPPING CENTER 

of New York City. 

The MUSICAL CENTER 

of New York City. 

The LITERARY CENTER 

of New York City. 

All THE THEATERS 
in New York City are within a few 
blocks of the Westminster Hotel. 

Every ELEVATED RAILROAD 
in New York City has a station with- 
in four blocks of the Westminster 
Hotel. 

Nearly EVERY STREET CAR LINE 
in New York City runs within a 
block or two of the Westminster Hotel. 

From the GRAND CENTRAL 
STATION in New York City— 
it’s only a short street car or elevated 
ride to the Westminster Hotel, the 
model family hotel of the metropolis. 

CENTRAL PARK 
is only ten minutes’ ride by surface 
or elevated cars from the elegant West- 
minster Hotel. 

Every POINT OF INTEREST 
in New York City is easil 
ible from the Westminster ii 
street cars or elevated trains. 

Allthe EUROPEAN STEAMERS 
are easy to reach from the West- 
minster hi tel. 








access- 
otel by 
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The STATUE OF LIBERTY 
and New York Harbor are only fif- 
teen minutes from the Westminster 
Hotel by elevated road or Broadway 
cable. 

The PALISADES 
of the Hudson and the 
Riverside Drive are easil 
from the Westminster Hotel 
car or carriage. 

The BASE-BALL GROUNDS 
in New York City are at the rssth 
Street station of the 6th avenue ele- 
vated. The 14th street station of the 
6th avenue elevated is only three 
blocks from the Westminster Hotel. 

All the PRINCIPAL CLUBS 
in New York City are near the West- 
minster Hotel. 

GOVERNOR TILDEN 
lived in Irving Place, New York, 
within a stone’s throw of the aristo- 
cratic Westminster Hotel. 

JUDGE DAVID DUDLEY FIELD 
lived and died in Gramercy Park, 
within three blocks of which aristo- 
cratic spot on Irving Place is the ele- 
gant Westminster Hotel. 

The ARISTOCRATIC REGION ¥ 
of Gramercy Park and Irving 
Place is the location of the Westmin- 
ster Hotel, which is equally as elegant 
as its surroundings. 

ALTHOUGH IN THE CENTER 
of New York City, the Westminster 
Hotel is still quiet and retired amid the 
aristocratic environmefts of Gramercy 
Park and Irving Place. 

UNION SQUARE 
and Gramercy Park, in New York, 
mark the location of the elegant West- 
minster Hotel. 

Thus I have proved my assertion by 
dashing off twenty appropriate open- 
ings for ads on one hotel, each dwell- 
ing on its location, which is a strong 
point. I have used the words ‘‘ New 
York City ”’ in every instance, because 
that serves to show in what city the 
hotel is, which I consider imperative 
in this line of advertising. 

But there are three hundred and 
sixty-five days in the year, and thus at 
least three hundred changes of ad 
possible for the man who is advertis- 
ing a hotel. 

I do not intend to give here 280 
more head-lines, but merely to indicate 
what can be done. 

For instance, the rooms are worthy 
to figure in a score or two of headings, 
something like this : 

EVERY ROOM 
in the Westminster Hotel, New 
York, is worthy’ its price—not one of 
them is undesirable. 

Or the same ad, put another way : 
NOT A ROOM 

in the Westminster Hotel, New 
York, is undesirable. 


beautiful 
reached 
by street 
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IN EACH ROOM 
in the Westminster Hotel, New 
Yerk, is a good bed with spring bot- 
tom and hair mattress, and covering 
suited to the season. 
THE ROOMS 
in the Westminster Hotel, New 
York, are one of its many strong at- 
tractions—roomy, well ventilated and 
well lighted (etc., etc.). 
ROOMS WITH PRIVATE BATH 
in the Westminster Hotel, New 
York, are one of its special features. 
ROOMS EN SUITE 
for families or parties of any num- 
t are always to be procured at the 
Westminster Hotel, New York. 
ROOMS WITH BAY WINDOWS 
—in the Westminster Hotel, New York. 


There are fully a dozen more varia- 
tions could be thought up with rooms 
as the text, but let us take ‘‘sleep’’ 
now : 


SURE OF A GOOD NIGHT'S REST 
in New York is the happy and un- 
usual fate of the weary pM who 
registers at the Westminster in New 
York, for that famous hostelry is situ- 
ated in the quiet neighborhood of Ir- 
ving Place and Gramercy Park, where 
the asphalt pavement deadens the 
sound of horses’ hoofs and where no 
street cars run within a block, etc., etc. 

SLEEPING 
as you sleep at home is the way 
you will sleep if you register at the 
——- situated Westminster Hotel in 
New York and repose on its slumber- 
inviting beds of softest springs and 
downiest pillows. 

THE WEARY TRAVELER 
who registers at the Westminster 
Hotel in New York is sure of the re- 
freshing sleep for which he longs, 
etc., etc. 

And so on for a dozen or so more, 
with a sprinkling of poetry here and 
there. Then the changes can be rung 
on the question of the cuisine. Here 
are a few: 

A GOOD TABLE 
at the Westminster Hotel in New 
York. You are sure of the latest-and 
best the markets afford. 

THE FRENCH CHEF 
at the Westminster Hotel in New 
York is equal to any in the employ of 
Delmonico or August Belmont or 
George Gould. 

DINE AT 
the Westminster Hotel when in 
New York and enjoy the best table 
d’hote, the highest culinary skill and 
the best the markets of the world 
afford can combine to produce. 

FOUR MEALS A DAY 
at the Westminster Hotel, New 
York, from 6.30 A. M. till midnight— 
one of the few hotels in New York that 
follow this admirable Washington 
custom. . 

THE BREAKFASTS 
at the Westminster Hotel in New 
York are famous the world over. If 
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the choice of its elegant bill of fare 
cannot find your own peculiar prefer- 
ence, you cannot be suited in any 
hotel in America. 

NOON-DAY LUNCHEONS 

at the Westminster Hotel in New 
York are eppeetintet by women shop- 
ping, who find it only a step over to 
the Westminster (it is right in the 
center of the shopping district), where 
food and an hour’s rest refresh them 
for renewed activities in the great 
stores near by. 

AFTER THE THEATER 

the Westminster Hotel serves a 
delicious supper. 

THE MARKETS OF THE WORLD 
ive the Westminster Hotel, New 
ork, their very best and their very 

latest luxuries. 

THE CUISINE 

of the Westminster Hotel in New 
York is celebrated all over America. 
THE EPICURE 
who registers at the Westminster 
Hotel, New York, finds himself con- 
fronted with whatever his delicate and 
discriminating taste can crave, re- 
pared as only the most gifted chefs 
can prepare it. 

DINNER PARTIES 

at the Westminster Hotel, 
New York, are delightful occa- 
sions, where perfect viands are per- 
fectly nell we and perfectly served. 


But this also is an inexhaustible 
theme and susceptible of fine treat- 


ment at ingenious hands, such as an- 
nouncing very early. in the season, 
before any one except the pampered 
children of multi-millionaires have had 
them, that ‘‘ strawberries have arrived 
at the Westminster Hotel,’’ or that 

a real old-fashioned strawberry short- 

cake was a feature of the specimen 

bill of fare, or the announcement of 
any particularly interesting news from 
the markets or the cuisine. 

Now, as to other topics—the rates, 
for instance. They give some scope. 
For instance : 

“ONLY $3 A DAY!” 
exclaimed a man who registered on 
the American plan at the Westminster 
Hotel in New York. ‘ Well worth 
six. It would cost me five dollars a 
day to buy such dinners as you serve 

pak la carte.” 

SPECIAL RATES 
to families at 
Hotel, New York. 

NOT AS HIGH 
as they ought to be—the rates 
at the Westminster Hotel, in New 
York, considering the superior rooms, 
the famous table and excellent service. 

FROM $3 TO $8 A DAY 
at the Westminster Hotel, New York 
(American plan). Rooms with bath at 
latter price. Not high considering the 
rooms and the table. 

CAN YOU AFFORD TO PAY 
$3 a day for room and board 
at the finest hotel in New York ? 


the Westminster 
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Then come the million and one 
things in the line of generalities that 
can be used for openers, such as: 
FAMOUS EVERY WHERE— 

the Westminster Hotel, New 
York. 


WISEST TRAVELERS 
stop at the Westminster Ho- 
tel, New York. 


YOUR WIFE AND FAMILY 
will feel at home at the West- 
minster Hotel, New York. 


When in 
New York 
stop at 


The Westminster Hotel. 


A BEAUTIFULLY FURNISHED 
HOTEL—The Westminster, 
16th Street and Irving Place, 
New York. 

THE ORIENTAL ROOM 
at the Westminster Hotel in 
New York is a luxurfous innova- 
tion that enables you to enjoy your 
ease and your after-dinner smoke in 
the midst of your family. 

TELL YOUR FRIENDS 
about the Westminster Ho- 
tel in New York—about its ele- 
gant rooms, its unsurpassed cuisine 
and its luxurious Oriental room. 


ADVISE YOUR WIFE 
to come to the Westminster 
Hotel when she visits New York, be- 
cause it’s an ideal family hotel—quiet, 
retired and homelike. 


A HOMELIKE HOTEL— 
The Westminster, New York. 

Ads can be written appropriate to 
public events, like conventions, fairs, 
etc., when they occur in your locality, 
while even the seasons of the year and 
the weather are available advertising 
topics. Say your hotel is warm in 
winter and cool in summer, ‘‘ charm- 
ing”’ in the spring and ‘“‘ delightful” 
in the fall. 

I really can’t say how long this 
changing could be kept up; but I 
think that since these fifty odd head- 
ings are dashed off in the rush of 
writing this article and are not the 
product of mere than an hour’s labor, 
it is pretty safe to assert that any ad- 
vertising man adapted to his business 
can easily devise headings enough to 
give every point in a hotel’s favor a 
chance to get in its work on the pub- 
lic mind, and the hotel man himself, as 
he comes to read over his ever-chang- 
ing ads, will find dozens of bright 
head-lines suggesting themselves to his 
hotel-filled mind, and he will gradually 
learn to take an interest in getting up 
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new ads that may end in his outdoing 
the advertising expert at his own work. 
I have a case in mind where a mer- 
chant, who, six months ago, seemed 
utterly devoid of advertising fertility 
and originality when he first employed 
an expert ad writer, has become so 
awakened to the possibilities of his 
advertising that he turns out quite as 
many bright ideas and catchy headings 
as his expert does, to whom, however, 
he wisely leaves the work of revising, 
polishing up, typefying, illustrating, 
proof correcting and position secured, 
labor too trivial, out-of-his-line, and 
time-consuming for the busy merchant 
to find either pleasant, practicable or 
profitable. 

In fact the expert stimulates the ad- 
vertiser to his best efforts, often en- 
abling him to devise in consultation 
with him ideas that lead to fame and 
fortune without entailing half the 
work and expense he now endures 
without attaining either. 

But to return to the narrative. 

If the hotel man can’t find an ex- 

rt handy to help him get up his ads, 
et him get some New York or Boston 
or Philadelphia or Chicago expert to 
write him a series of say fifty ads suit- 
able for his hotel, and if he don’t use 
them all he will find them a good 
framework on which to hang ideas 
and improvements of his own and 
they will arouse and stimulate his own 
ad-devising abilities to such a pitch 
that he won’t need the services of an 
expert writer again for six months or a 
year, until he wearies of his mental ex- 
ertions and prefers to enjoy his ad- 
gained prosperity unworried by the 
necessity of devising new ads and new 
plans to keep abreast of his com- 
petitors, whom he will duly consign 
to the mercy of that literary hireling, 
the professional ad man. 

ADDISON ARCHER. 
- o> 

PERSONS who have sufficient knowl- 
edge of the law governing the carriage 
of second-class mail matter to enable 
them to speak understandingly on the 
subject, and to indicate such changes 
in the law or the method of its execu- 
tion as would be calculated to bring 
about a better or more harmonious ar- 
rangement for the distribution of 
printed matter, are desired to prepare 
short communications on the subject 
for publication in PRINTERS’ INK. Ar- 
ticles submitted will be paid for 
promptly, or returned, 


PATERNAL. 

Many newspaper publishers play 
their subscribers for suckers by keep- 
ing the following notice standing at the 
head of their columns : 





NEWSPAPER LAW. 

If a person orders his aga discontinued» 
he must 
ma i 
and 

the 


arrea: the = 
-_ A} send it w 
the "whols panna 
whether paper is taken from the o 
or not. 








There is no such law, and never was; 
but now the Assistant Attorney-Gen- 
eral for the Post-Office Department has 
made a ruling in regard to the matter. 
These so-called laws are supposed to 
provide that subscribers to newspapers 
are liable for the price thereof unless 
they give express notice to discontinue, 
or when they give notice to discontinue 
without paying arrearages, or refuse to 
take papers from the office, and that 
the publisher of a newspaper can have 
any one arrested for fraud who takes a 
paper and refuses to pay for it, and 
that it is a dangerous trick to allow a 
subscription account to run on for six 
months or a year and a half and then 
tell the postmaster to mark it ‘‘re- 
fused’’ or send the editor a notice to 
discontinue the paper. 

The Department has time and again 
informed persons making inquiries and 
the public generally that there are no 
such laws. The ruling now made, 
however, goes beyond this. It was to 
the effect that a publisher who makes 
a demand for payment of the subscrip- 
tion price of his paper through the 
mails, accompanied by a threat of en- 
forcing such pretended laws in case 
the demand is not complied with, may 
be prosecuted for attempting to obtain 
money under false pretenses, provided 
he knows that such so-called laws have 
no existence as laws or decisions of the 
courts. 





ONE INSERTION, 
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Of Newspapers 


that one which is most 
carefully read, most 
widely quoted, trusted, 
looked up to, is 


Suni... 


This is what places it 
pre-eminently at the 
head, at all times, as 


the best medium 


For Advertisers.. 


If you are not already 
convinced of this, 


address, 


The Sun, 


New York. 
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CLEVELAND 
PRESS 


Sells over 
70,000 Copies Daily 


Cc. J. BILLSON, 
86 & 87 Tribune Building, NEW YORK, 
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4 The Phenomenal Success! 
.. Ll he.. 


Chicago 
Dispatch 


OFFICIAL PAPER OF THE 
CITY OF CHICAGO, 


AND THE OFFICIAL PAPER OF COOK 
COUNTY, ILLINOIS, 





The DISPATCH has broken all journa!- 


istic records and to-day occupies a position 
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among the Chicago afternoon dailies, as to 
circulation and advertising patronage, that 


has never been equaled save by one other 


newspaper. 
The DISPATCH is a live paper for live 


~———9 


WTEC 


readers. 
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Are You a Live Advertiser? 
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Advertising in 
Printers’ Ink 
Pays the Advertiser. 





UNIQUE GAR SIGNS 
PREPARED 
IN THE MOST 
EFFECTIVE FORM 
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Classified Advertisements in Printers’ Ink are in- 


serted for 25 cents a line; 24 words for one dollar. 
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American Newspaper Directory 


“ 1895 “ 





GREATER CIRCULATION THAN ALL OTHER CHESTER PAPERS COMBINED 
« > 


Chester Acids Times. 


Published daily, Sunday Excepted 


Jom A.WALEACE, Wie. C. Sprocn, 
= EDITORS & PROPRIETORS - 





Chester, Pa. rev. 26, 1995. 


Geo. P. Rowell & Co., 
# 10 Spruce St , New York. MAR 2 1895 
Gentlemen: ' 

Enclosed is a full statement of the daily circulation of 
the Chester Times during the year 1894. We value highly the privilege 
you extend to newspaper publishers who are careful enough to make a 
thorough record of their pap ers circulations, and cannot too highly 
commend the care you take to secure accugete ratings for all newspaper. 
It would entcabtediy be less expensive to you to do as others do, col- 
lect the evidence of circulation from any source that offers or not 
collect it at all, if there is any trouble involved, but the funcfion 
of the American Newspaper Directory seems to have heen to get as neam 
ly as possible, true statements of the circulations of all papers. 


Very truly yours, 
L 


eee  sadeanl 
——____—_—— => —_—_——_——— 
The Privilege Extended to 
Newspaper Publishers who are careful. 
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MEMPHIS. | 


COMMERCIAL APPEAL 


Daily, Sunday, Weekly. 


The COPIMERCIAL, - - - Established 1889 
The AVALANCHE, - - Established 1857 
The APPEAL, Established 1840 

















Consolidated July 1, 1894. 





IT Tennessee 


COVERS Mississippi 


Arkansas 
and Contiguous Territory 


Now that the newspaper field in Memphis is free from fraud 
and misrepresentation, the Commercial Appeal is the 
only morning paper in the city. 

Honest advertisers are offered honest rates in an 
honest newspaper with an honest circulation. 


KNOWN CIRCULATION : 
Daily, Exceeding - 18,000 
Sunday, Exceeding - 20,000 
Weekly, Exceeding - 50,000 


The COMMERCIAL APPEAL 


A. FRANK RICHARDSON, 
Chamber of Commerce, Tribune Building, 
CHICAGO. NEW YORK. 
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8-day, 
27 inches high, 
12-inch dial. 


Price by the Thousand, with Your Advertisement, 
$4.00 Each. 





CORRESPONDENCE SOLICITED. 





ADDRESS 


Seth Thomas Clock Co., 


49 MAIDEN LANE, 
NEW YORK. 





This series of clock advertisements, recently commenced and sntended to extend over 
the period of a year, will be suspended after this week on difficulty 
with the Post-Office Department prophesied by Hon. Lemuel E. quise. -MC.,in his letter 


inted 1 
printed on page 17. SETH E. THOMAS, Treas. 





N, Y., March 6th, 1895, 
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EE 
WILLIAM JOHNSTON. 
Ee 

The advertisement made up of 
twelve or more pages of testimonials 
to the good qualities of Mr. William 
Johnston’s ink will not appear in the 
pages of PRINTERS’ INK until such 
time as it is possible to learn from the 
Post-Office Department whether it is 


or is not permissible to insert them. 
The necessity for this action is ex- 
plained below.—Ep. PRINTERS’ INK. 
New York, March 2d, 1895. 
* # 


* 
Jan. 18th we wrote to the Depart- 
ment as follows : 


Mr. William Johnston, who is the foreman 
of our printing office, has an arrangement 
with a house manufacturing printing inks, by 
which that house advertises inks for sale in 
our paper in Johnston’s name. The ink house 
pays us for the advertising and pays Mr. 
Johnston for his services. hat he receives 
in this vy! is a perquisite. We have no in- 
terest in the business apart from the pay we 
receive from the advertisements. The man- 
ufacturers of the inks are a corporation, and 
Mr. Rowell of our firm is a stockholder in 
that corporation. The business transacted 
through Mr. Johnston is found to be profita- 
ble to the ink manufacturers, and doing it in 
his name makes it possible for them to con- 
duct their regular busi on a diff plan 
without confusion. At the present time this 
company are desirous of printing in PRint- 
ERs’ INK an advertisement in Mr. Johnston’s 
name, consisting of about twelve pages of 
testimonials. e price they will pay for 
this advertising will afford a profit on the 
cost to us as publishers of Printers’ Ink; 
but will not pay for incurring any risk of be- 
ing charged by = Department with postal 
irregularities. e perceive no such irregu- 
larity ; but in the face of recent warnings and 
decisions, we dare not accept the contract 
without first submitting the case to you for 
information. We have recently made certain 
inquiries of you concerning the permissibility 
of mailing our paper to Members of Congress 
for seven successive weeks, and replies re- 
ceived, although not ane | us, seem to 
indicate so much danger to us from such ac- 
tion that we do not dare to send the papers. 
If the answer in the matter of this proposed 
advertising can be so plain as to enable us to 
know that we may insert the’ advertising 
without any fear of criticism or that its inser- 
tion will be deemed an irregularity, we shall 
be only too thankful. Our own postmaster, 
having been overruled by the Department in 
a previous case, does not appear to be the 
proper person to apply to in this instance. 
Asking the favor of a reply, we are, etc. 


Receiving no answer, on Jan. 31 we 
wrote again, but no answer to that let- 
ter came. 

On Jan. 31st we also wrote the De- 
partment to the effect that The Seth 
Thomas Clock Company, of Thomas- 
ton, Conn., were considering the pro- 
priety of giving PRINTERS’ INK an or- 
der to insert a page advertisement in 





every issue for one year, at a net cost 
of five thousand two hundred dollars, 
and stating that a proprietor of PRINT- 
ERS’ INK was also a stockholder in the 
clock company, and said : 


“* We wish now to learn whether there is or 
is not any objection on the part of the Post- 
Office Department to allowing us to make 
this contract, and if so on what law the ob- 
— is based. A delay in answering is 

iable to lose us the contract, and it is a valu- 
able one.” 

No answer being returned, we wrote 
to the Acting Third Assistant P. M. G. 
again on the 12th of February as fol- 
lows: 

“In the closing paragraph of a letter with 
which we were favored, from the office of the 
Third Assi Post General, dated 
September 26, 1893, and bearing your familiar 
initial in the upper left-hand corner, we are 


told: 

“* Any doubt that a publisher may have 
relative to his rights can be settled by writ- 
Fy ng to the Department.’ 

We wrote to the Department on the 
eighteenth day of January, and again on the 
thirty-first, asking questions of serious im- 

rtance to us. To neither of these letters 

ave we received any reply. Inasmuch as 
our postmaster at New York is not found 
competent to give the information we require, 
we hope that we may be favored by you at 
an early date.” 


No answer being received to the let- 
ter of the 12th of February, we wrote 
again on the 18th, as follows: 


You are aware that before issuing the regu- 
lar edition of Printers’ Ink for Woe. 28th, 
1894, we submitted it to post-office authori- 
ties here (as it contained more than the usual 
number of pages) and obtained their approval 
for its transmission, as it did not appear to in 
any way infringe the law governing the car- 
riage of second-class matter. You are also 
aware that at a later day the Department ex- 
cluded that issue of Printers’ Ink from the. 
mails before a single copy had been issued, 
and consequently before it could have been 
examined by the authority that excluded it. 

You are still further aware that on the 18th 
of January we submitted a somewhat similar 
matter to the Department and asked for in- 
formation for our guidance, and that, failing 
to receive an answer, we wrote again on the 
31st of January; a third time on the 6th, and 
a fourth time on the rath of February, and 
that no answer to either of these letters of in- 
quiry has yet been received by us. 

f, when our postal authorities here pass 
upon a question, their decision is to be over- 
ruled by the Department without notice, and 
if the Department will not answer letters of 
inquiry when addressed to it, how, in Heav- 
en’s name, is a publisher to ascertain what 
he may or may not do without being charged 
with irregularities, and subjected to pecuni- 
ary loss? 


No reply being received to this let- 
ter, application was made to E. S. 
Hoskins, a newspaper man, resident 
of Washington, to call upon Hon. 
Kerr Craige, the Third Assistant Post- 
master-General, in whose department 
the decisions concerning such matters 
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aremade. Mr. Hoskins writes, under 
date of Feb. 22nd : 

I called on Mr. Craige, who, with consider- 
able dignity, said he reserved to himself the 
right to decide which letters sent to him were 
worthy of an answer and which were not, 
and that if he had not answered your letters 
it was because he did not regard them as 
worthy of an answer. He said you knew the 
law regarding the class of mail matter about 
which you are constantly questioning the 
Dep wtment as well as anybody can, and he 
did not propose to dignify your letters by 
answering them, because he did not feel that 
they were written in good faith, but simply 
to harass and annoy the Department. 

He further said that if he overruled any 
decision made by the New York City officials, 
it was because he had a right to do so. 

Altogether the interview was entirely a 
one-sided one, and plainly showed that you 
are likely to get very little satisfaction from 
the ~ ‘eee regarding any question you 
may ask. 

It so happened that Hon. Lemuel 
E. Quigg, editor-in-chief of the New 
York Press and member of Congress 
from New York City, had made him- 
self acquainted with the difficulties 
thrown inthe path of PRINTERS’ INK, 
and at this point, under date of Feb. 
23rd, we wrote to Mr. Quigg as fol- 
lows : 

May we trespass upon your kindness by 
asking you to tell us whether, 7m your opin- 
ion, it would be safe for us to carry out the 
proposed arrangements suggested in our let- 
ter to the Department dated January 31st, or 
whether, in your opinion, it would unsafe 
for us to do so? 

To recapitulate: Will it be safe for us to 
insert the advertisement made up of twelve 
or more pages of testimonials of the good 
qualities of Johnston’s Inks, and will it be 
safe for us to contract with the Seth Thomas 
Clock Company for the insertion of a page 
advertisement for a year ? 

We wish to avail ourselves of our rights 
but not to lay ourselves open to charges of 
postal irregularities. 7 

The following is Mr. Quigg’ reply : 

Hous oF: REPRESENTATIVES, U. S., 

WasuincrTon, D. C., Feb. 26, 1895. 
Geo. P. Rowell & Co., 10 Spruce St., N. Y.: 

GENTLEMEN—I have your favor of Febru- 
ary 23d, together with its inclosures. In my 
judgment you will have trouble with the 
Post-Office Department if you print the pro- 
posed ink advertisement in Privters’ INK. 
It appears from your statement that Mr. 
George P. Rowell, of your firm, is also a 
stockholder in the corporation which manu- 
factures this ink. The law with regard to 
second-class matter is being construed by the 
Post-Office Department not in a liberal 
but in a narrow way. The Department 
is on record as desiring to contract the 
present legal rights of publishers by the 
repeal of Stale laws now existing in their 
favor, and it has repeatedly made decisions 
which are, to my mind, in contravention of 
existing law, and in the direction of its nar- 
row views. I think that the fact of Mr. 
Rowell’s connection with the two firms will 
be construed by the Department as establish- 
ing the fact that Printers’ Ink is a publica- 
tion intended to sell an article of its own pro- 
duction. This opinion applies to the case of 
The Seth Thomas Clock Company. You 
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have asked for my opinion and I give it 
frankly. I ey be wrong, but my view of 
the case is on the fact that the Depart- 
ment has made scores of decisions far less 
justifiable than this would be. 

Faithfully yours, Lemuet E. Quice. 

Another correspondent at the na- 
tional capital was asked to advise us on 
the point covered by Mr. Quigg, and 
wrote at a later date as follows: 

{ can, however, judge something of what 
the Department sill do in your case the 
spirit the officials manifest when I to 
them about not answering your letters. 
While I don’t see why they should do so, I 
am very much of the opinion that, with the 
feeling they seem to entertain toward you, 
they would rule that either or both the 
propositions you suggest—the ink testi- 
monials and the clock ad—are irregularities. 

Mr. Craige said to me that he overruled 
the decision of the New York officials be- 
cause he had a = to do so, and I very 
much fear he would rule against you in the 
cases named, for the same very pore. reason. 


Congressman Amos J. Cummings 
introduced a resolution during the 
second session of the fifty-second Con- 
gress, calling for an investigation of 
abuses in the Post-Office Department 
relative to second-class matter. One 
clause of Mr. Cummings’ resolution 
reads as follows: 

And, whereas, it has been demonstrated 
that it is futile for a citizen to apply to the 
Department for such information as wil! 
enable him to d his busi opera 
tions in conformity to the law, the practice 
in such cases — to decline conveying any 
information. And, whereas, it is further 
asserted that when a publisher, groping in 
the dark, is so unfortunate as to attract the 
attention of a Department clerk, and is pun- 
ished, he is unable to learn where the law or 
regulation may be found that he is supposed 
to have violated, and after months of effort 
he may fail to learn an thing more to the 
point than a statement that his communica- 
tion has been received and placed on file, and 
will be considered. : 

It would appear that there is still 
some need of the investigation pro- 
posed by Mr. Cummings, and newspa- 
per men are looking for relief to the 
Hon. Lemuel E. Quigg, M. C., who 
has already devoted much intelligent 
thought to questions relating to postal 
usages, and made himself familiar with 
the practices that prevail in the Depart- 
ment relative to the carriage of printed 
matter. There is reason to hope that 
the subject will receive consideration 
from the new Congress which is to 
come into existence before very long. 

+ +. - 





Pending the receipt of further infor- 
mation from the Post-Office Depart- 
ment, the publication of the advertise- 
ments of William Johnston and of the 
Seth Thomas Clock Company will be 
suspended.—EpD, PRINTERS’ INK. 
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SOME PRACTICAL EXPERIENCES. 


HOW A SUCCESSFUL NEW YORK ADVER- 
TISER ATTAINS GRATIFYING RE- 
SULTS—HOW HE TESTS THE RELA- 
TIVE VALUE OF THE NEWSPAPERS. 


Your representative has asked for 
some facts regarding our experience in 
advertising. Perhaps our present is 
more immediately interesting than our 

t, as I believe our present style of 
advertising adapted to New York City 
at the present day. At any rate, we 
have found it successful. 

We began our present campaign just 
before the Christmas holidays, because 
that was a good time to secure an im- 
mediate sale for anything so appro- 
Sod for holiday presents as our safety 

ountain pen, figuring that every pen 
then sold would be just so much of an 
advertisement for our store and our pen, 
and give some benefit in an auxiliary 
way to our regular advertising, for if 
we began at all we would continue 
steadily. 

For the holidays we appropriated 
$1,000, all of which we spent in the 
World and Herald, 

We made the opening play on our 
trade-mark, a crow, which we have 
made familiar to the ink and pen using 
public during the twenty years we have 
advertised. 

Our first ad was a double half-col- 
umn, and the crow appeared in it fif- 
teen times—one big crow and fourteen 
small ones. We headed it ‘‘ Four 
Xmas Caws,” ay on our name, and 
we worked into 4 ad a complete story 
of the reason why our safety . pen 
‘*can’t leak, any way you carry it; 
can’t blot or dry up; only $2.50; 
money back if wanted,” on which we 
have harped ever since, together with 
our trade-mark crow. 

The advertisement ‘‘ took” from the 
very beginning. We had all we could 
do to wait on people right up to Christ- 
mas eve. The day before Christmas 
we ran a little poem in the Herald, a 
parody, beginning : 

’Tis the day before Xmas, 
And you without doubt 


For a last Christmas present 
Are casting about. 


And in the World an ad headed : 


TOO LATE ? 
No! 
One last chance to buy a 
Caw’s Safety Fountain Pen, 
the best Xmas Present, 





PRINTERS’ 


INK. 


The day after Christmas we ran 
this : 


Thousands 
of Xmas 
Stockings 


contained a Caw’s Safety Fountain Pen 
—the best present for Christmas time or 
any time—because it is useful, beautiful 
and keeps the giver constantly i in mind. 
It’s the only pen that you can carry up- 
side down in pocket or loose in shopping 
bag without leaking—it CAN’T leak, blot 
or dry up—the pen immersed in the 
automatically corked ink reservoir is 
always moist, clean and ready for use. 
It costs only $2.50 (money back in 
days if you want it), a solid. ‘old pen in 
each holder. CAW’S PEN & INK 
CO., 168 Broadway, near Maiden Lane. 
It’s unquestionably 


the best 
New Year’s. 
Present. 


We began advertising for the diary 
trade something like this : 


A Diary 


and a 


Caw’s 

““SAFETY” FOUNTAIN PEN 
isthe winning New Year’s combina- 
tion—’caw’s you can carry the pen 
anywhere, everywhere, and it won’t 
leak, ’caw’s it can’t leak, upside 
down even, and this can’t blot and 
can’t dry up. 


THE ONLY 


FOUNTAIN 


PEN 


that can’t leak, blot or dry up 
is Caw’s Safety Fountain Pen. 

















With the opening of the year we 
began our steady advertising by mak- 
ing a six months’ contract with the 
World for two ads week-days, Tues- 
day and Thursday mornings, and one 


each Sunday. We thought at first 
of using the small week-day ads 
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merely to advertise our trade-mark, 
name and address, but by use learned 
that even so small a space could be 
made interesting, have some good dis- 
play and have our trade-mark in good 
size, too, as the accompanying ads 
illustrate. The week-day ads we run 
in a series, always with the trade- 
mark crow, a display introduction and 
a few words in agate full-face. The 
day a man was shot in the Brooklyn 
strike we came out with this, right 
next the story of the strike : 


Shot “& 


His face was pale and drawn as he came 
home and threw himself on the sofa. 
His wife, thoroughly alarmed, hastened 
to his side, placed her hand over his 
heart—and fainted. His clothing was 
wet with his life-blood, as she thought, 
but it was only wet from one of those 
old-fashioned fountain pens that he had 
forgotten to carry “point up” in his 
et. Next day he bought a Caw’s 
Bafety Fountain Pen that can’t leak an 
way you carry it. Caw’s Pen & In 
Co., 168 Broadway, near Maiden Lane. 


But I do not believe in sensational 
advertising, and for the steady thing 
we run something after this order, 
having wording in the displayed lines 
that actually pertains to the pen: 


That 
Wet 
Feeling 











of a fountain pen leaking in the pocket is im- 
possible with a Caw’s Safety Fountain Pen— 
it can’t leak, any way you carry it—can’t blot 
or dry up—$2.50; money back if wanted. 
Other stylographic and fountain pens $1 up. 
Caw’s Pen & Ink Co., 168 Broadway, near 
Maiden Lane. 





A pocket 
full of ink 


is not a pleasant thing by any means. 
You will never have that trouble 
with a CAW’S SAFETY FOUNTAIN 
PEN—’CAW’S IT CAN’T LEAK 
ANY WAY YOU CARRY IT — 
writes every time, too. 





Sundays we use a double-cdlumn 
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illustrated ad, always running a cut of 
the pen and the trade-mark, with 
the same wording except the top half 
of the ad, where we manage to find 
something new each Sunday—usually 
something timely. 

This we shall keep up steadily, and 
from the trade we have already secured 
we feel certain the pen is ‘‘a go.’’ 

Of course we find it takes lots of 
ingenuity to get up these little ads 
with new ideas every issue, but we 
have the assistance of an expert ad 
writer, prolific enough for occa- 
sions. F. C. Brown, 

Manager Caw’s Pen & Ink Co,, 


168 Broadway, N. Y. City. 
Or 
GOOD FURNITURE ADVERTISING. 


THE SUCCESS OF THE PAINE FURNI- 
TURE STYLE. 


The best cash furniture advertising 
done in this country is that of Paine’s 
Furniture Company of Boston. This 
is the opinion of advertising experts 
and of other furniture men. Mr. 
Pullman, the manager of the George 
C. Flint Company, one of the two lead- 
ing cash houses of New York City, and 
acknowledged by even their compet- 
itors to do the best advertising in 
Gotham, says of the Paine’s furniture 
advertising: ‘‘I know of none so 
good. We should use a similar form 
for our advertising if the New York 
newspapers did not charge an extra 
price for breaking their column rules 
and for cuts. We confine ourselves to 
single-column advertisements on that 
account.” The Paine Furniture Com- 
pany’s advertisements are prepared on 
a plan from which they deviate only 
twice a year, when they use large 
space to advertise clearing out sales. 
Their from day to day ads are usually 
double-column, about forty lines deep, 
and have no display except the head- 
ing and the name of the company. 
Each ad treats of a single subject, 
such as a chair, a sofa, a hall rack, a 
side board, or a table, which is pict- 
ured as faithfully as possible, but 
without frills or tucks. The cut stands 
alone, with a background of white 
space to bring out its graceful lines. 
The reading matter of each ad is phil- 
osophy itself, demonstrating the ne- 
cessity in well-regulated households of 
the article advertised. A complete 
though brief description of it and 
usually the price is stated. Here is 
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the form, for example, of a Paine Fur- 
niture Company ad : 


LEATHERED LUXURY. 








A single glance at this Easy Chait 
ought to put a voice in every one of 
your tired bones. The comfort isn't 
crystallized and dropped about here 
and there in single nuggets: if is all 
“held in sglution,” as the chemists say. 

The chair is overstuffed; that is, 
completely encased in leather, with no 
sign of wood above the feet. Th 
upholstery is good fot a dozen years 
of the hardest service. We use long- 
fibre No. 1 curled hair, not the short 
ends of hair which quickly “bunch up” 
and ruin the whole appearance of the 
chair. 

Thecovering isa heavy Tan Leather, 
thick but pliable. It is fasteried by 
what Gail Elamilton calls “palpable 
nails.” These are in reality small 
spikes, with the treads covered in 
leather, they are very ornamental. 

In thesé “Great Comfort” chairs we 
increase the depth -of the seat andthe 
width of the arms. The result is that 
they rest the whole body almost as 
much as if you were lying upon a sofa. 
This is a feature of our own. 


Paine Furniture C0, 


48 CANAL ST. 











These ads appear every day, year 
in and year out, first page, top of 
column, when that position can be 
secured, or similar position in other 

es when it can be secured, and are 
read by the people of Boston and 
New England almost as regularly as 
the newspapers themselves. They 
not only create an appetite for fine 
furniture, but are a liberal furniture 
education and cultivate character in its 
selection. They serve to keep stead- 
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ily before the mind of every possible 
furniture purchaser the furniture facts, 
the name and the goods of the Paine 
Furniture Company. Their strongest 
point is the fact that they tell the 
truth and have the appearance of it. 
This is secured by a tone of candor 
and by absolute freedom from those 
flights of eloquence and humor in 
which advertisement writers and even 
staid old business men sometimes in- 
dulge. There is a possibility that the 
Paine Furniture Company’s ads could 
be more brilliant and terse. But that 
would be no argument in their favor, 
for they now say all that there is to 
say in an easy, natural, interesting 
manner, free from the acrobatic effects 
incidental to mental Sandows. There 
is nothing strained about them. They 
talk as an ordinary salesman would 
talk to an ordinary customer, and the 
best proof that they are the best style 
is the fact that they are selling the 
furniture they are intended to sell. 
There is a strong argument for pre- 
senting each day a single object, from 
the fact that the mind of the reader is 
thereby impressed photographically 
with the appearance of the article, and 
that every person who lives elsewhere 
than in a boarding-house should find 
in the course of 300 ads at least a 
dozen articles of furniture which will 
breed 'a growing desire for possession. 
The Paine Furniture Company’s 
beautiful stores are very disadvan- 
tageously situated, being at some dis- 
tance from the shopping center of the 
city, and in a region given up to sales 
stables, cheap tenements, lodging- 
houses and railroad stations, which 
latter fact is, of course, an argument 
in their favor, as a large part of Bos- 
ton’s enormous suburban population 
is filtered in and out of the city daily 
through this region. Then, again, 
several other large furniture establish- 
ments happen to be situated in the 
same locality. But the Paine Com- 
pany owes its prosperity to its adver- 
tising unquestionably. The Paine ads 
are the best furniture literature known 
to New England. Without possessing 
the catchiness of the Rogers, Peet ad 
of New York, they are read with fully 
as much avidity by their cultured Bos- 
ton audience of furniture buyers. 
Each ad is the product of most careful 
thought and study. It says all there 
is to say about the article of which it 
treats, says it convincingly, and says 
nothing that is not so, and appears to 
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It is not enough to have hon- 
esty in an ad. The appearance of 
honesty is equally necessary. In the 
Paine advertising is absolute consist- 
ency. For a number of years they 
have followed exactly the same style. 
The Paine Furniture Company’s clear- 
ing sales are furniture events of New 
England importance. They are ad- 
vertised in the most explicit, distinct 
and extensive way. They last usually 
three days. During the week pre- 
ceding these three days the Boston 
dailies will present on their first pages 
the straightforward announcement, in 
large, plain display type, the bare fact 
of the sale, with no pyrotechnics, while 
the body of the ad will be given up to 
a terse statement of exactly what will 
be offered, the number of articles of 
each kind of furniture, their usual 
price and their clearing sale price, to- 
gether with the emphatic statement 
that this opportunity is not open to 
the trade but merely to retail pur- 
chasers. People come from far and 
wide in large numbers, and the sales 
invariably prove, in every sense of the 
word, actual clearances. 
ADDISON ARCHER. 
| aie Sie aa 
HOW TO SELECT AN ADVERTIS- 
ING AGENCY. 
‘By Newcomb Cleveland. 

A few suggestions on this subject 
may prove of help to the new adver- 
tiser. There area number of reputable 
agencies which will attend to all the 
details of the advertising and relieve 
the principal of personal responsibility 
if he so desires, or, on the other hand, 
will consult with him and carry out his 
own ideas to any extent he wishes. 
The amount to be spent must be de- 
cided. The papers or magazines must 
be chosen, the advertisements pre- 
pared, orders sent out to publishers, 
papers examined and bills paid. 

There was a time when agents bought 
space in job lots and retailed it to ad- 
vertisers. That is still done to some 
extent, but not nearly so much as 
formerly. At the present time the 
service rendered is partly clerical, but 
mainly professional. The agent ad- 
vises his client, studies his interest, 
gives the benefit of his experience and 
recommends certain courses to be pur- 
sued, both as to the advertisement and 
the medium. This is professional serv- 
ice, as truly as that of the lawyer. 

But it is not so recognized generally, 


be so. 


INK. 


for advertisers have come to expect 
agencies to bid against one another for 
business. Sometimes this is legitimate, 
as when agents are asked to make 
prices for such and such amounts of 
space in such and such papers. Then 
it becomes a purely commercial affair. 
But in the cases of the newer adver- 
tisers this is not so. 

Who ever heard of a man going to a 
physician and asking his terms for 
medical attention, and saying: ‘‘ Doctor, 
I am looking around to see of whom I 
can get it the cheapest. There will be 
several bidders. You might put in your 
figures and I will consider them.” It 
would be absurd. Yet in some quar- 
ters the plan prevails in advertising and 
there are agents who encourage it. 

Some agents get lower prices than 
others in some papers. In other papers 
they do not. Thereisalsoa difference 
as to the per cent of profit added to 
net prices by various agents. Possibly 
from these two sources there may come 
a variation of 10, 20 or 30 per cent in 
cost of a definite space in a definite list 
of papers. Fifty per cent would be 


extreme and improbable. 


As to the best mediums to use, 
whether magazines, ladies’ papers, re- 
ligious weeklies, political weeklies or 
dailies, and the particular publications 
to be selected, there will be room for 
honest differences of opinion on the 
part of different agencies, but as to 
what agent has the most nearly correct 
judgment on such matters no one can 
say. Bad judgment, however, on this 
one point could easily make a difference 
of 50 per cent in the value of the ad- 
vertising, especially as the rates per 
thousand in the different mediums vary 
so widely. 


But the great thing is the adver- 
tisement itself. There are two-inch 
advertisements that are as effective 
and do as much good as others occupy- 
ing four inches. What does that mean ? 
It means that an exceptionally well 
constructed advertisement will make 
$5,000 do the work of $10,000. There 
are advertisements that sell goods and 
others that please the eye with orna- 
ment and detail, but are barren of idea. 
Of the advertisements in any magazine 
it is evident that some have two or 
three times the force and effectiveness 
of others. To those who do not have 
their own writers, but rely on the agency 
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entirely, this is of prime importance, 
for it means more to an advertiser to 
have his advertisements convince and 
convert than it does to have the cost of 
certain space 10 per cent higher or 10 
per cent lower. More and more the 
best agencies are working along this 
line, and the average of ‘‘copy” is 
certainly higher than it was a few 
years ago. Whatever may be of value 
in these brief suggestions may be 
summed up as follows : 


Choose your agency from among 
those of good repute with publishers 
and equipped for attending to the work 
well. If you have any newspaper 
friends whom you can consult on this 
point do so. Pay most attention to the 
capacity of the agency for getting up 
effective ‘‘ copy,” as shown by what it 
has done for others. If the agency 
that you think will give the best service 
charges Io per cent more than some 
other don’t worry. It is a minor con- 
sideration. That agency will probably 
prove the best to deal with in the end. 
When you have selected your agency 
look upon the service as personal and 
professional, and extend confidence 
and appreciation to those who give it. 
In this way you will be most likely to 
be happy over the results. 


el Toe? Ay 
WITHOUT A DISSENTING VOICE. 


The executive committee of the American 
Newspaper Publishers’ Association, which 
held its annual convention at the Hotel 
Brunswick, New York, February 2oth, 21st 
and 22d, requested the Post-Office Depart- 
ment to be represented by some one able to 
explain what the Department means by 
“second-class matter.’’ The invitation was 
not accepted. The assembled publishers 
were curtly referred to the last annual report 
of the postmaster-general.—Printers’ Ink, 
March 6. 

When, during the deliberations of 
the convention, this particular subject 
was reached and the communication 
from the Department read, a facetious 
member moved ‘‘ That the report be 
received and placed upon the table.”’ 
Whereat another member offered as an 
amendment ‘‘ That the report be re- 
ceived and placed in the waste basket.”’ 
PRINTERS’ INK is informed that the 
amendment was carried without a dis- 
senting voice. 

+0 

It is good for hotels to have the 
newspapers print their bills of fare on 
special occasions like Christmas, even 
if it’s necessary to invite the newspa- 
per men to sample it. 


PRINTERS’ INK. 


A FIRST-CLASS DIALOGUE ON 
SECOND-CLASS MATTER. 


The following conversation recently 
took place between the publisher of a 
great daily paper and one of PRINTERS’ 
INK’S reporters : 

PUBLISHER—You people find a good 
deal of fault with the law regulating 
the carriage of second-class matter, but 
you don’t suggest any remedy. 

REPORTER—Yes, we do. 

P.—What is the remedy that you 
suggest ? 

R.—Simply to carry all printed 
matter in flexible covers at a uniform 
rate. Then a postmaster, even if ap- 
pointed yesterday, would be able to 
tell how much postage he ought to 
charge simply by looking at a lot of 
stuff offered for mailing, and weighing 
it. And he would also know whether 
the postage ought to be paid in money 
or whether stamps must be affixed. 

P.—But there is a lot of stuff that 
goes through the mails now at second- 
class rates that has no business to. 

R.—Yes, that is so. That is just 
the trouble. The post-office is un- 
able to distinguish the good from the 
bad without wronging some one. If 
it were possible to classify the matter 
with unerring accuracy that would be 
the thing to do, but after twenty years 
of experience has shown that it cannot 
be done it is time to stop trying. 

P.—What do you think would be a 
fair rate per pound to be charged ? 

-—Four cents. 

P.—But it costs eight cents a pound 
to carry second-class matter. 

R.—Doubtless; but second-class 
matter stirs up snow storms of letters 
which cost only eight cents a pound 
for carriage and for which the Depart- 
ment collects thirty-two cents. 


THE series of clock advertisements, 
commenced ina recent issue of PRINT- 
ERS’ INK and intended to extend over 
the period of a year, will be suspended 
after the current issue, on account of 
the possible difficulty with the Post- 
Office Department, prophesied by Hon. 
Lemuel E. Quigg, M. C., in his letter 
printed on page 17. The impossibility 
of obtaining from the Post-Office De- 

rtment any definite statement of what 
is and what is not deemed a postal ir- 
regularity is said to often prove a se- 
rious embarrassment to business men. 
The consequent discontinuance of this 
advertising contract appears to be a 
case In point. 
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THE RABBIT’S FOOT. THE LOGIC OF ADVERTISING. 








_I believe that a very large propor- 
tion of the ads that appear are not 
logically constructed. So many of 
them are devoted to a mere direction 
to the reader showing him where to 
go to get the things he wants. This 
is all right as far as it goes, but it 
® ‘gee Pret 28 ice does not go far enough. Advertising 
: Saha eA Biber ee ai 76 a is done not only to increase trade but 
: to create it, though a good many de- 
The above is a reproduction of a vote all their time to increasing their 
: trade among the people who want the 
guageraph af the i hind 6 of ode he Bave tl befor the a 
‘‘Lucky.” According to Mr. Edgar a om os one oer - — 
M. Hoopes, the special advertising idaet & toe fund ented ae 
agent, who sent the original to PRINT- 10. twenty-five cent packages of 
ERS’ INK, it is a recognized emblem 2... than te did EE me it at 
throughout the South of good luck and an cents a pound, but if he oem 
untold prosperity. Mr. Hoopes does tice. that he will sell twenty-five 
not consider any man properly equipped pounds for one dollar, he will sell 
or business who spot armed Witt Me Iore dolar packages without incre 
oe ° ” ge, é ing the cost o is advertising. q 
sr mg Koos uaeon tind with the man who advertises to sell 
witches and all things of an evil nature po pene: pcan heck Mg ben 
except the dyspeptic mother-in-law. than - would if he had not alieane 
She — . unmoved by its power. y_ tised, but it would be more logical to 
soe neehas omgunder my peronal give some reaona why he could sal 
eral instances where parties have made a — ‘add ; tees rr hed gop = 
most miraculous escapes from fearful ere aj] wool as low as $7.77. 
railroad and marine disasters by carry- The shoe man need not use any 
ing the rabbit foot in their pockets more space to advertise the fact that 
and prudently remaining at home while he celjs good shoes cheap, and also 
the disaster was on. Several isolated good, cheap shoes, than hn hone 
cases are also recorded in the South say Guat tein. choen. ane cheaper than 
where individuals carrying the rabbit those sold around the corner. The 
foot constantly with them, and practic- good advertiser tries to let people 
ing the strictest economy, with proper Know where their wants can be sup- 
er judgment e+ see com- plied, and at the same time create a 
»ined, have amassed fortunes. d d for goods that le d t 
Being dsked whether its blessed in- think they want. 
fluences are confined entirely to the | remember a case where a smart 
South, Mr. Hoopes assured PRINTERS’ grocer got a chance to buy a lot of 
i 7 Re — prunes at a bargain. He lived in a 
adh mm A inf purely < ean Pral be small town, and to sell one hogshead 
ot with he emo oiiesy fy Shon hr od oe ot ob 
ing, an ad ten of them on his 
climate under the sun. - But,” said the a He could offer the ones = 
brilliant special, in his most impressive had at a very low price. I do not 
manner, ‘‘you don’t need a ‘Lucky’ know that they were first-class; I 
to ee ee rather suspect that they were not from 
o ps wil (OF Del Ne ~ To the elaborate way in which he ex- 
all or Wilmington, Del., News.” To plained that prunes which looked 
get ‘‘ Lucky,” address Mr. Hoopes at black and glossy had been fixed up in 


wale cate ns 





his home, Wilmington, Del. this country to make them look attract- 

—_+or— ive, while those which had a white 

= — ce ager siveion re ‘*bloom’’. on them were in original 
y, the way the spider catches flies, ra 

Show ’em the parlor of your hotel, packages and had not been doctored. 

And when you get ’em treat ’em well. After telling this he offered his prunes 
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at about half price and sold.the lot 
easily. This same young fellow used 
two columns every week in the local 
weekly, and never two weeks alike. 
He introduced goods in his line that 
had never been called for, and de- 
scribed them in his ads in such a 
manner that people bought and got 
into the habit of using them. By this 
means he attracted people who had 
never before patronized him, and as 
long as they came to him for things 
they could not find at other stores 
they bought their standard goods 
of him also. 

Every week he made a drive of 
some kind, selling below cost, but he 
never used the less-than-cost argu- 
ment. He preferred to have his pa- 
trons think that he could buy cheaper 
than his competitors. He and I were 
intimates from boyhood, and when I 
would call on him he would tell me 
of his plans and occasionally I could 
help him with a suggestion. He fol- 
lowed this plan and by spending about 
$250 each year for advertising in the 
two principal papers in his county, he 
more than doubled his business in a 
town where every business man be- 
wailed the fact that there were too 


many grocery stores in the town al- 


ready. When he retired from busi- 
ness and sold out to an old fogy who 
thought advertising did not pay, the 
trade of the place fell off until within 
a year his successor sold out at a 
serious loss. 

This young fellow advertised logic- 
ally. He not only increased trade, 
but actually made trade along new 
lines. Because he was shrewd enough 
to do this he is to-day in New York a 
successful and popular business man. 
There is no secret about how to suc- 
ceed in advertising. It is merely 
using brains in business. Not every 
business man can originate such ads 
as my friend did, but there are lots of 
men who can, and their names are to 
be found in PRINTERS’ INK’s advertis- 
ing columns every week. _Illogical ad- 
vertising may not lose the advertiser 
money, but it will never make him as 
much as the same amount of space 
would properly used. 

MILLER PuRVIS. 
——_-~+or 

A MAN wished to sell a fine yacht, 

But never a buyer he gacht, 

Till at last, disconcerted, 

An ad he inserted, 

Which purchasers brought to the spacht ! 
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CAUSE AND FFFECT. 

I once stopped at a fine hotel 

In a large Southern city ; 
Accommodations did excel, 

The rooms were snug and pretty. 
The table was magnificent— 

Had every dish in season ; 
The service, too, was excellent ; 

The prices were in reason. 


The house was widely advertised, 
And, therefore, known all over, 

And stopping there was recognized 
As living quite “‘ in clover.” 

The rooms were always occupied, 
The place was crowded daily, 

And every guest was satisfied, 
Enjoying life so gaily. 

But once, when I arrived in town, 

he house seemed rather “ roomy ”’; 

No guests were strolling up and down, 
The manager was gloomy. 

I asked him who was dead, and why 
This stillness so surprising ? 

And sullenly he made reply— 
“* We've stopped our advertising !”’ 


——_ +o 
THE SPECIAL IN LONDON. 

Mr. Frederick C. Little has opened a special 
advertising agency at 8 Paternoster Building, 
London, where he will represent the follow- 
ing American dailies : 

New York Post. 

New York World. 
Boston Herald. 
Philadelphia /uguirer. 
Chicago Herald. 

St. Louis Repudlic. 
Montreal Star. 
Toronto Empire. 


ee 
CHICAGO ORIGINALITY. 

With a parade of their fourteen teams of 
well-groomed horses and handsome wagons 
the Tobey Furniture Co. made quite a sensa- 
tion on the principal streets to-day. It is an 
original way of announcing the coming of 
their March sale.—Chicago Journal. 


QUITE LIKELY. 


Root—What was the biggest thing you 
saw at the World’s Fair? 
Tree—My hotel bill! 


—— +o —— 
IT IS FOR THE ADVERTISER, 


The agent’s first offer is never his best one. 
—WNebraska Editor. 
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Simpce Simon went in business— 
Couldn’t get along 

**Can’t make out at on, ee said Simon— 
“Something surely wrong.’ 


Came along a clever ad-smith, 
Opened Simon's eyes ; 
Sim uote Simon now no longer. 
ral: — ! 


Classified A Adwertaaeuse. 


Advertisements under this head, twolines or more 
without d y, 25 centsa line. Must be 
handed in one week in advance. 


WANTS. 
Ge HOUSEKEEPING. Ads. 


( ,0cD HOUSEKEEPING. Ads. 


TEWSPAPER outfit for 80A land or $500 to 
LN $1,000, on easy terms. Box 4, Southport, N.C. 


| aE Sean s sample copy of 
Ws r magazine. F how SER 


9 YOUNG MEN ais sit | eating ad mi 
= fora good —— n uired ” 
Box 570, Marshall, Texas. ~~ 


7 ANTED —hoomenaee tile of PRiInTERs’ INK. 
State price entet. Address “ PUR- 
CHASER,” care Printe Ink. 
¥ oom a, euaasnaien. occasional con- 
egg desires position as a reporter on 
smell val, 6 tere Iake South preferred 


our paper 
ey, Ky. 


(perenne man, age n, age %6, wants ~~ aoe 


March 31; bright ; j energetic ; 
TS and ¢& fi yp ty andy West, 


©) 1,058,000 is the total of sales made in six months 
& ‘with 16 094, waeens I spent in advertising. It 
is a world’s reco: advertising has Sever 
failed. Do’ you own estate which 
to sell and can’t? Are you interested in a large 
real estate deal out of which you want to real- 
ize? Iam the who can turn it into 
money for you. Will thank a for an o soper- 
tunity to to aene iwi free, my k with a hol = 
it. FORD, Advertising Man 
ES, Temple, Chicago, Il. Iam no re’ 
maker. You cannot buy my ads; but I will 
make a contract with you to increase your busi- 
ness or sell your property or no pay to me. 

ae el 


PAPER. 


M. Fy & CO. furnish the paper for 
zine. We invite correspond- 

ence with reliable houses regarding paper of all 

kinds, 45 Beekman St., New York. 
—_ ++ 


ou want 


PRESSWORK. 


F you have a Jong run of pret it will 
ay you to consult us. La it press-room 
city. Best work. ost a a 


nt of 
FERRIS BROS., 324-330 Pearl St., N. Y. 


prices. 


PREMIUMS. 


PRE ‘MIUMS—Best and up to date. THE CUR- 
RENT PUB. CO., 1026 Filbert St., Phila. 


Spat MACHINE, $2.50. $2.50. A perfect little 
hine and warranted to do good sewing. 
A splendid article for your AL A list. Write 
for terms. Sam: > erate on receipt of above 
price, PECK 3 YDER, 11 Ng Beekman 
, P. O. Box 2751, New York Cit; 
-o 


ELECTROTYPES. 
vAY ra .50 and get our — —y joone portrait. 


kinds of cuts at i prices a rising. 
Write us your wants {CAGO > PHO ‘0 
GRAVING CO., 185 Madison St. , Chicago. 


7OU pe —_ your own ads, but one thing 
ou can’t make your own R.A 

Think o of us; 31 .50 for best half ome cut ; 
like that and work the best. CHICA’ ) PROTO 
ENGRAVING CO., 185 Madison St., Guicago. 


TO LET. 
yam: Boston. Space. 
Ger HOUSEKEEPING. _ 

XH. P. HUBBARD, Mgr., 38 


OOD HOUSEKEEPING. Space. 
H. P. HUBBARD, Megr., 38 Times Bidg.,N. Y. 


es Bldg., N.Y. 


ILLUSTRATORS AND ILLUSTRATIONS, 


ae TYPE talks in GOOD HOUSEKEEPING. 
justrated ads show excellent. 

QOLID TYPE talks inGOOD HOUSEKEEPING. 

Illustrated ads show excellent. 


ANDSOME illustrations trations and | matte for mag- 


— = weeklies and rin 5e. 
r inch. Sample ° cute = tree. MERE 


‘AN ILLUSTR NG CO., Newark, N. J. 
FOR A PAGE AD- as striking rs | 
830 is essential. Lye d your “ oe! il 


send you a neat sor BO 
RL. WILLIA Ms Sat &T. O Wash, 4 


BILLPOSTING A A D> DISTRIBUTING. 


Ag ys distributor of of advertising matter. 
.. N. E., Washington, D.C 

PHB vetoes ADVERTISING CO., advertis- 
ing distributors, 1730 Arapahoe st., Denver. 

30005 IRCULARS cover Marsha!] Coun 

5 I'll distribute — = honestly for $1. 
per Shonsand. WS wn m ring tL week 

of March. W.B. PO SWELL, Laco i. 


(Cae & advertising Gor Co., veal distrib- 
irculars, papers samples, nail up 
signs, etc.; : Western ew York, Northern Penn- 
sy vania First-class work guaranteed. Charges 
moderate. Box 386, Olean, 
—_ 
PRINTERS. 
YAN BIBBERS 
Printers’ Rollers. 
1 0) BUYS 10,000 fine 1b, n note heads ited to 
$ order. YER, YER, Printer, nm, Wis. 
N this issue hme Lotus Press ad will be found 
under the head of Advertisement Con- 
structors. 
)RINTERS—We make typ e type, cases, stands and 
chase—every thi: “ee - printer needs—and 
our prices s first. WALKER 


are the 
&B NAN Qui to 205 William St., N. Y. 


H°z! 72 note heads 3 x), 10,000 printed to or- 
er fi mor wi. mmercial 
56x84), 1 10,000 ‘sio.bo or 96.00. Use best 
MAYER Prin Ay adison, W ‘7 —— 
WANT to do work ork for peo who desire 
htforward prin — the — 


preciate ; the kind 
‘dew printers can do as well 
N, Manager Ink 


Press, 10 Spruce St., Now 


MISCELLANEOUS. 


Go HOUSEKEEPING. Excellent. 
G OOD HOUSEKEEPING. Excellent. 
W ANTED_—The address of all coin dealers 
who issue catalogues. J.C. TOWNSEND, 
Minneapolis,Minn. — 
66 [Sher Post-INTELLIGENCER Seattle has one 
of the four wae papers of the Pacific 
Coast.” —Harper’s Wi Veekly. 
Te! Buckeye Chalk Plate Co Fyemtstort 
Cleveland, Ohio, recoats ‘iste 
60 per cent original cost . Write — 
NOTICE. 
i To whom it ney concern 
This is to certify that H. M. Hadfield is no 
longer connected with the G. 
is not authorized to make contracts or re- 
ceive money for the paper. 
PUBLISHING Co., 
W. M. Kavanaugh, Mgr. 
Little Rock, Ark., Feb. 19. 
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STREET CAR ADVERTISING. 

YOR Street Advertising, everywhere, 
Geo. Ww: LEWISCO, Girard Bidg., Phil’a, Pa: 
—_+o-+———_ 
ADVERTISING NOVELTIES. 
SOUVENIR GL. GLASS PEN— Your ad in the hollow 


handle. r 5,000. 
ples, 10 cents. STOHN Ikousbn, se N, Station K, N.Y. 


roe = urpose of inviting announcements 
P's dvortising No velties, likely to benefit 
es = well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


—_+o>—_———_ 
ADVERTISEMENT CONSTRUCTORS. 
BP=**- Ads. 


Washington. 
Washingt 


A™ SMITH. Baltimore. 





GMITH has ideas. Balti e. 

od —_—_— 

F McC. SMITH. Baltimore. Washington. 
. 


Baltimore. 


Washington. 

Washington. 

SE? old ads for a new one on approval. R.L. 
CURRAN, poor 899, Chicago. 


F McC. SMITH. 
i 


r McC. SMITH. Baltimore. 
. 


HEN in need o' ads remember DAVID 
a. tRoMTBAt , 73 Nassau St., New York. 


R ten days, amin ot my work to suit your 

business at 50 cents each. Prose or verse. 
JOHN JACKSON, Station K,N. Y. 

USINESS literature—interested ! I assume all 


details of writ: and ae. CLIFTON 
WADY, Somerville (¢ nm), Mass. 


ge DEAS are dollars. I have saceei, you have 
ollars. Let’s swap. OCTA COHEN, 
Aa. ‘Architect, 106 W. Gist W. 6ist St., leo’ York, 


USINESS BULLETS,” samples and testi- 
m s sent free those who mean 
SCARBORO, Box 63, Station W, 


Need sensible ads made. Woven out of truth 
our bw 


comer red 4 a a year. 
- “ “ 
E. L. SMITH, Codman Bldg., Boston, Mass. 


GQEND 6 ys for my 6¢p: my ae book, “ Adver- 

 tising for eee sil you don’t get a 

quarter’s worth you have your quarter 

ae + ee AUSTI BATES, Vanderbilt 
ig-, N. ¥. 


‘ A’ advertiser recently said of me: “ Your ads 
are short and to oj point. Bs have been 
trade-bringers for m What I have done for 
him I can do for on. Ten hotel ads, on h ap- 
proval, $15. H. P. BROWN, Paulsboro, N. J 


AVE it all done A a one party. Wri ting 


ng, printing, ing ro} 
pi Wy everythi retyping ade 
it better, few as well as WIL iitaM JO STON, 


Printers’ Ink Press, 10 Spruce St., New York. 


g .00 FOR a plain, common-sense ac, with 
D well draws ouline illustration. This is a 
uantity price—one hund would cost $100. 

ese are like those of Rogers, Peet & Co 
ma $1.00 forasample. BRETT, 132 Nassau St., 


M* page ad last week cost four hun- 

red a dollars, and told the complete story 
of my I have had it printed in a cir- 
cular w wien Ps I will be glad to send to any one in- 
Sides rested. 'HARLES AUSTIN BATES, Vanderbilt 


etal booklet for a plaster company in 

Omaha ago. Here is what 

it pleased with the pam- 

give you our work 
see the klet if 

ARBORO, Box 63, Station 


wand wi will ‘continue 
phiee this line.” You ma: 
are interested. JED 
, 


PRINTERS’ INK. 


Deo in Northfield, Minn., writes : 
hand. We are very = 
pleased ve ae — you rr hear from 
” The 8 ads and 8 cuts 
1, $10. JED SCARBORO, Box 63, Station 


to match 
w, Brooklyn, N.Y. 
N advertisement ought to talk business and 
be agreeable at the same time. It should 
have an original he nat’ tee ney oo he attract 
attention from th 


sell an 
tisement writer, all I ask is that any business I 
have to write about —= =< of Parone right qual- 


wii f advertiser will me of that, 

1 ** do the rest.” WOLSTAN AN DIXEY, 86 World 
juilding, New York. 

Re _—e. otvetiements ought to go right into 


the an 

jo tinen: in a chee , sensible, “ fetching ” wa 
telling them something fresh ev: 
them up and interest them and b: them jute 
the store. Let them know that you are alive and 
— ng right in the middle of al uddle. 

3 the way to fetch trade. I will a se- 

ries of thirteen ads, — outline aoe. 
for any regular retai ad gg pt on preeee S yd $2, 
or send three for $5. 
decline any order. WOLSTAN D DIXEY, & vorla 
Building, New York. 


REGULAR SNAP FOR CLOTHIERS—30 ads 
for $5, cash with order. eorwarben® os 
eaten, pi rehistoric, time-worn, 
nuts, batt fresh, original ads, c 
note, bi 





—and your t . th y 
money back. We a this liberal offer simply 
toinduce a trial of our work, feel: = —-s 
you'll be so well pleased with results 

us orders formore ads. LEWIS & MATTHE 8, 
501 Main St., Kansas City, Mo. 


T ELL me what sized ads you want, and send 

plenty of facts and figures to write about. 
Then I'll prepare the ads and send them to you. 

a are satisfactory, pay for them; if you 

don't ike ay don’t pay. | invite any one 
who reads to try my work, but I should like 
particularly eo to hear from these whose ad 
vertising has been unprofitable. Ten retail ads, 
if satisfactory, $10. RT M. MOSES, 
Srockivn, N.Y. Ten medical ads, $20 ‘Cireula 
$2.50 and more. You see m 


our pen and paper right now and drop 
Tine. Perhaps you'll forget if you wait Aull to- 
morrow. 


[a= N. Y. Press of! Sunday, March 3, speaking 
f the Architectural league ex oie 
“It is considered an honor for any artist 


says: 
jiece of eet exhibited at This ex- 


to have a 


it possesses re than 
q e result is that « onhe the best 
work of the various decorative artists is shown.” 
his is the exhibition at which Ihe Lotus 
was the only printer represented. The 
samples shown were not _ y made for the 
occasion, but were taken from our regular work, 
and are the kindof Phe pris we are producing al! 
the time. ——. oe - nting ou are using 
stand a similar ouldntt t 


it ou t= 
. Marne eS of that ein Ae Tae 


V 7E charge no more for the mechanical part 
of our work (that is, pn and bind- 
ing) than other first class & rinters—it is only 
ing the “ settin: =P that the price is h ae i, 
and we are entitled to ‘charge extra for th 
d that a profession man 
charges for advice. Our art education ‘ae been 
an expense of both time and money, and the 
character of oe wore is of a superior quali 
and is wort re, because printin at at- 
acts and holds the’ attention pays. 
eo add onl 
logue or iklet, the 
ay 
op] on it, and that is the inducement we 
old out Cy ge a are ae 
Os submit estimates, but cann 


t agree to 
rders for “ oniy. a owe want to ‘do 
the ent entize work, THE LOTUS PRESS, 140 West 





PRINTERS’ INK. 


NEWSPAPER INSURANCE. 
TRE YANK, Boston, Mass., wards off business 
death. 60,000 monthly 


ADDRESSES AND ADDRESSING. 
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MERCANTILE LAW. 
beg & Se 
C lawyers and = a ye my of job 
bers handled ~4 "in oe or Nebraska 
“of the 1 Eastern job- 


with success ; 2, 
Hcreaie m every week. Are rec- 
4 m best_ system 





CENTS Ad our sub. list ; r, 
50K to0 DEMOCRAT, Albion, T° 


EXYPLORES, wra) ppers, cards, ete., 
to vour list, per M. Cash with 
order. J.C. TOWNSEND, akecapetts, Minn. 


I EITERS a, sold or rented. Valuable 
4 lines of tresh letters eave * stock for 
rental. Write for lists and 
ters « specialty. A. LEFFI 
Dearborn St., hicago, Il. 


GWELL & CO., 112 


t just what you ag 
. COLSON, Los Gatos, Cal. 


+r 


BOOKS. 


LD books bought and sol and sold. Send stamp for 
list. ——: aes CRAWFORD, 312 North 
7th St., St. Louis, M 
NICHOLS. ars Crier Book for Printers. 
4N Saves time, labor and losses ; 3.000 orders, 
cals | $3. FRED. H. NICHOLS, Publisher, Lynn, 





| gy SIGNALS. a manu aig of practical hints 
adve’ -Price, by mail, 0 
cents. * ares PRINTERS ‘INK, 10 Spruce St., 
New York. 
| OOKLETS b: 
business. 


the million ae ag ovaries your 
. per 1,000 Write for a. 
‘our work. eat prlece a the U. 8. 


es On Low 
ELD PUB. CO. Springfield, Mass 


mat 
SPRINGFIELD 


ADVERTISING AGENCIES. 
A GENCIES know GOOD HOUSEKEEPING. 


A GENCIES know GOOD HOUSEKEEPING. 


J TANLEY DAY, New Market, N. J. ADVERTIS- 
ER’S GUIDE, de. a year. Sample mailed free. 


F you wish to advertise anything anywhere 
at any time. write to the GEO. h ROWELL 
ADVERTISING CO., 10 Spruce St., New York. 


WE don’t sell adv. space below cost, but we 
n e ‘c siness. 
cal yor the crowd r Georgia busin 
It will gor Tite before oy So. — 
ing. T JOHN BRATTON Co., Atlan 


OES your business need a little more steam 
for the ugvens® Or a little more sand 
on the track! Shall we send you our little —— 
about advertising! It isfree. It may nrinine 
to make schedule — DODD'S ADVERTISING 
AGENCY, Boston, Mass. 


SUPPLIES. 


V AN BIBBER’S 
Printers’ Rollers. 


INC for enim BRUCE & COOK, 190 Water 


St., New Y. 


x i HIS parece is ringed with ink manufac 

ured by the W. WILSON PRINTING INK 
Co., L't’d, 10 Spruce oe New York. Special prices 
to cash buyers. 


j* MBOSSED menu cor 8, 12 designs— breakfast, 
{. dinner and su per. The prettiest line on 
the market. Samples = to hotel proprietors. 
GRIFFIIH, acaples free te CO.,Holyoke,Mass. 


\ TE sel enseiages like Johnston ote rinters’ 
k. 10,000 good XX 6% H.C. ite En- 
velopes printed with your card and pe 
f. o. b., for $10, check with order. aw crosine 
envelopes or $8.50. Stree ge guarant 


Printer, Zanesville, 
rS INKS—Best in the ih Carmines, 
12 cents an ounce ; best Job and Cut Black 
ever known, $1.00 a pound ; best News Ink seen 
— the world began, 4 cents a pound. Illus 
rated price list free on application. Address 
WiLL M JOHNSTON, Manager Printers’ Ink 
Press, 10 Spruce St., New York. 


bers examine =o 

= rs the 
of amv aly tetr teed rite us. Reference, 
W. & J. Sloan, New York ay. 


FOR SALE, 


3 5 BUYS 1 INCH. 50,000 copies oere. 
oe WOMAN’S WOR! , Athens, G: 


se Nn ee Rowe vert pane sentle Da -_ 
oO! e four rs 0} 
Coast.”—Harper's 's Week a 
EPUBLICAN ‘newspaper wspaper for sale, in a Repub- 
— county in Central New York. Business 
ear, $19, A whole or half interest. 


ry walle Ba. Address “‘D. A. J.,” 
care Printers’ Ink. 


D° crm, you  - uti urchase 


newspaper. ata rind ees aa 
ic ng; 
in connection ; the Ray , 

county; situated 

county seat, in Nenbone Pennsylvania t If so, 
address “ F,” care Printers’ Ink.. 


BUYS well established weeki 
$5, 201 news 

Superior —_ 

constructed build 

stable, ete. $1, 450 cath main. 1500 te 
paper for 1896, Memon Move purchaser _ 

$2,000 return of purchase er if) health 
sole cause for selling. A Apply ¢ ro JOURNAL, Bay 

Shore, Long Isl: imand, Bi. I 


ADVERT. 1SING MEDIA, 
fc YANK, Boston, Mass., 60,000 monthly. 


UEEN OF FASHION, New York City. Issued 
monthly. A mullion copies a year. 


Aw rson advertising in PRINTERS’ INK 
i\ to the amount of $10 is entitled to receive 
the paper for one year. 


66 N ft com INTELLIGENCER Seottie ¥- on 
~¥. e four t rs 0 e Pacific 
—Harper’s Weekly. — 


noon DAILY GERMANIA, Milwaukee, can prove 
— circulation than any other local Ger- 
man ly. Use it for the Milwaukee trade. 


ARE you advertising in Chio! We invite your 
attention to the Da mr wonsine —_ 
circulating 4,500 copies daii 
9,500 copies each issue, an 
News, 4,500 copies; are a 
ily newspapers of Dayton, and with their com- 
bined circulation of 14,000 copies daily, —_ 
ouraly reach the homes of that section. 
prosperous city of 80,000, and the News aad 
Tues are long established heart and have al- 
— e meee rt a he bet P a 
su of the = jet in . For 
prices, ate., ad ad a or COSTE. 38 Park 
ow, New York 


ARRANGED BY STATES. 


idvertisements under this head, two lines or more 
without ame. 25 cents a line. With yor 
black faced t, the is 50 centsaline. Must 
in advance. 





ype 
be handed in one wee’ 


ALABAMA. 


ALABAMA papers are shy about exploiting 
their merits. 


ALASKA. 


N O Alaska paper is big enough to advertise in 
4 PRINTERS’ INK. 


ARIZONA. 


ARIZONA papers are too modest to advertise 
ere. 

















PRINTERS’ 


ARKANSAS. 


INK. 
MARYLAND. 








IT IS A FACT. 

Little Rock has 35,000 ulation, and the State 
of Arkansas has one an: a quarter’ million souls, 
The most effective way for adverti-eis to reach 
these people is through the columns of 


THE ARKANSAS GAZETTE, 


pees —- 
State. GAZETTE ya a | 

va it Little Rock. and also 

than any paper published or cireulated therein. 
This is a fact on which all authorities agree. 
Daily ana weekly editi 
ple copies adaress 

The Arkansas Gazette, Little Rock, Ark. 


ions. For ra id sam- 


| yONT take much stock in advertising : vans 
when it must be done wants more space 





MASSACHUSETTS. 


40 & WOKDS, 6 days, 50 cents. ENTERPRISE, 
Brockton, Mass. Circulation,7,500, 
\ 7 ONDERFUL !—Send 10c. to FRANK HARRI- 
SON, Boston, Mass. ,and see what you will get. 











MICHIGAN. 


[pee SUNS, 118,000 weekly. 








CALIFORNIA. 


OS ANGELES TIMES—Southern California’s 
great daily. Foremost advertising medium. 
v T California reterowing: district of 
which San Jose is the center is Por adver 
pty - Jose MERCURY. For adver- 

in daily or weekly address 





covered b; 
tising 
Jose, 





COLORADO. 


YOLORADO is ag advert 
Oe > 5 7 Lal end’ have no use for 











CONNECTICUT. 


THE UNION, 
eport, Conn. 





T 


Bri 


Daily, eekly 3,500. 
Western Connecticut thoroughly covered by the 
b add bat ons. 


0. L. Mos New resentative 
Vanderbilt Bldg. THE "tnlO PUBLISHING 
cO., Bridgeport, Conn. 


THE TWO HERALDS. 
WATERBURY SUNDAY HERALD 

BRIDGEPORT EPORT SUNDAY HERALD 
~ 





Every nook and corner in orner in the Nutm 
covered by — By special trains an by pon 
expresses these two papers are delivered a eaay 
aap | all i op Connaetest. Special editions 
are sent into Hartford, New Haven, Meriden, 
Danbury and Ansoj - 

i circulation, 80,900. 


DELAWARE. 


E such a little State. 


150,000 Readers. 








DISTRICT OF COLUMBIA. 


7ANTS bigger space and divplay than can 
Wy Sohal ies. ii 








IDAHO. 


DVERTISING in PRINTERS’ INK costs too 
_— | unless one has something really 
worth saying. 








INDIANA. 
The Big Weekly of the West. 


The AMERICAN an Zemeue, of Indiana; Ind., 
is thelargest WEEKL blish i 


LOUISIANA. 











POCHARAR, Mich., is booming. Every citi- 
zen reads the RECORD. 


ee — COURIER-HERALD. 
r SI unday, 7,000; weekly, 14,000. 
§AGiINaw COURIER-HERALD is delivered di- 
rectly into the homes by its own carriers. 
SAGINAW COURIER- HERALD, cire’n 
\ in No. Mich. Full Assec’d Press dispatches. 
ETROIT SUNS, ILLUSTRATED and SUNDAY, 
circulation, 118,000, are profitable mediums. 
( ‘RAND RAPIDS DEMOCRAT, the leadin; ing pa 
¥ per in Michigan, outside Detroit. 13,000 ily. 
GAGINAW evening and weeny” NEWS. Largest 
circulations in the Saginaw Valley, Michigan 


When geo y te for Keturns 


HE LOCAL * REPUBLICAN, 
Ask for Sample Copy. LESLIE, MICH. 
De ILLUSTRATED SUN, by 
DAY SUN, 25,28. Adv. office, bi7 tom’ 
ple Court, New York y. d press- 
room always open to inspection of advertionrs 
or their representatives 
R® E' pe LTS— Advertise ware you will get ‘pay- 
returns. Advertisers are well pl 
NDAY SUNS. 
sing office, 517 Temple 
Write for full particu 
lars. Circulation, 123,073 weekly. 
GAGINAW COURIER-HE RALD. is the lead leading 
\) newspaper in Northern Michigan. Issued 
and won: 


" 000 ; 
. w ( 000) is thet thind 
an. Saginn pop. o information ad- 
LACUSTE, 38 Park Row, New York. 


M INNESOTA. 
(HE DULUTH NEWS-TRIBUNE — The only 
morning daily paper. Established in 1879. 


Published at the head of the Great Lakes, Du 
luth, Minnesota. 

now exc 8 ’ 

weekly editions 

—_ and r mont 

unday, “gpd mont. ; daily, per annum, $4 ; 
daily nth, 40c. soxie per month, $1. 
PERK LU KENS. Jr., fastern Avertiing Agent. 
73 Tribune Building, New York. tier 
Editor and Manager. 


MISSISSIPPI. 


§ IKE the violet seeks seclusion. _ 





Daily, 6,000 ; 


























moana woot Mondays, oe 


ally 6, 870; Sun 
P00 est. 185 

tty =" Te 
dress 








MISSOURI. 


M EDICAL HERALD pa: ~ eee advertisers 
Try it. St. Joseph, } 


PHBE P: PACKER. Kansas a Mo. Fifth in in cir. 
lation of Missouri newspapers. 








0.’N PRESBYTERIAN, New Orleans, wkly cir. 
over Ala., Ark., Fla., La., Miss., Tenn., Tex. 


MAINE. 


DS in THE INDEPENDENT, Tasmsington, Me., 
produce results and mail orders 








circulation of the trade papers of America. "Paul 
Co.. Coteago, cones in butchers 
pny etc., write, Feb. 4, 1895: “In reply to 
25th ult., we will say that we _ 
our ad in many of the trade journals, and I 
free to say that for results directly attributable 
to all sources from whence they come, the 
sas City PACKER does us the mos . Iwill 
assist to push a good thing along by continuing 
our ad for the year 9.” 





PRINTERS’ 


IOWA. 


g i HE Le pep y 4 TELEGRAPH is acknowl- 
edged to be the best adv: in 


INK. 


i OF Fagurow, Seg Fork City. 
monthly. million copies a year. 
1 pn READERS in Tr oft Tux Nurions 
v 284 Pear! St., New York. 
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—— and Northern ge and cau to any 
n the State. reaches Reople in i Sa 
Northern iiinots and ema 


for a sample co ona: eis of advertising: 
dress THE T: low: 


MONTANA. 


. Paty teat angle th x py IT ‘ht " 
[Maul home p pods La. 

















ANACONDA OTAaDL ARD. Circulation three 
imes greater than that of any other daily 
or cumin paper in Montana: 10,000 copies daily. 


NEBRASKA. 
ublishers are increasing their 
A cironkenten” by offering to the 
FREIE PREssE, Lincoln. Neb at 65 cts. per year ; 
8-page wkly; samples free. Write for perciculars’ 


NEVADA. 


T=. WEEKLY COURIER, oe Six pages. 
home print. Leads in Nevada. 


NEW HAMPSHIRE. 


Established 1877. 


The GRANITE MONTHLY 


A --! Illustrated. 
New Ham Magazine. 
FRANK :E MOREIBON. - Special Agent, 




















¢ CouRT, _ NEw YorK. 


NEW JERSEY. 








ELMIRA 
TELEGRATI1. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 
A. Frank RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 


The Leading Illustrated Paper of 
America is 


LESLIE’S WEEKLY. 


Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies. 
Wittiam L. MILLER, Advertising Manager, 
110 Fifth Ave., New York. 


Albany’s Most Popular Daily. 
Circulation 17,400. 


Albany’s Great One-Cent 
Newspaper. 
This is to certi thet the Civenlotion of 











ATLANTIC REVIEW, Atlantic City, 
a daily circulation of 1,500. It’s a leader. 


BRIDGETON (N. J.) EVENING NEWS leads all 
South Jersey papers in circuiation. 
ads 12cents, 15 cents, 25 cents an inch an inse: 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 
Advertisers find (T PAYS! 
NEW MEXICO. 


To dry to advertise much. 
NEW YORK. 


Goes ) 




















ine of original tales 
The March issue appears ina é 


new and artistic dress. Send 
for rates. 8' y 


TORIETTES PUB. 
Downing Building, New York. 


THE HOUSEWIFE, 
Cireuiation "75,000 Copies os 


Send for Advertising Rates and 
Specimen Copies. 


Ask for Special Rates for Advertising in 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES. 








py 
ita 
State a tN ¥ rk, Olt} and Albany. 
Serore. > before oe, pete Novem- 
ber, 1894. GaLLOGLY 
Notery MPublie, Albany, N.Y. 
THE PRESS CO., Publishers, 
Press Bldg., Albany, N. Y. 


Ten Cents per week for the Dally and 
Sunday Presa. 





NORTH CAROLINA. 


PREFERS local patronage, which pays better. 








NORTH DAKOTA. 


, ; lien cold to advertise in the winter. 








OHIO. 


‘| ‘HE NEWS is the only Sun: paper in Zanes- 
| ville. Try it. d mad 








ARGEST cire’n of any Prohibition paper in 
nation: BEACON AND NEw ERa, Springfield, O. 


1)“Sewe. co MORNING TIMES and EVENING 
14,000 daily. 











SOUROETO WN VINDEOATO 800 daily, 5,200 

y _i weekly. Leading ne wt + Ohio. 
"HE Sosa FAS visits the 
—y are not in it, it will 
STATE GROCER CO., 


OKLAHOMA. 


Ten GUTHRIE one LEADER, pt J 
morn r in the Territory, a so a 


vertising w 
nog L— it has double - pe gireulatign of 


Loves, ehdy. Mer. ¥ 





ey. you to 


write te tr ‘oledo, O 
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PRINTERS’ INK. 


CANADA. 





IF? he advert wishes to reach, with power- 
ful influence, J ga, of Salem. Seen, 


and 5 4 he m 
Printers 


PENNSYLVANIA. 


DUCATIONAL [NDEPENDENT, soigel w’kly. 
EDINBORO PUB. CO., Edinbo: 
WELL-TO-DO intelligent le, 
Pa 000 who appreciate a cligea, ORS 
it, read Thwe: orev even- 
WALLAK & SPROUL, Chester, Pa. 
TRTELLIGENCER- Dey and WEEKLY, 
Doylestown, 
For guaranteed circulation see 
Rowell’s Directory. Always 
the leaders. 
Always best mediums for 
purposes. 











advertisers 


RHODE ISLAND. 


Hox GUARD, Providence, R. I. ; circulation 
50,000 ; paid up subscription sé. 


SOUTH CAROLINA. 
Tac edition of THE STATE, ey 8. 


e most ular 
South ti Garoling town 
reaches over 1,000 post-offices in South 


SOUTH DAKOTA. 


N OTHING to advertise. 


TEXAS. 


Te bee BAPTIST STANDARD, 























Waco, 


veraged 22,500 circulation in Octo- 
ber, 1894, a vahowe by affidavits of propetstor, 
and p Rates r 








THE POST Houston, T=xas. 


Has a GER ej ISSUE? THAN ANY 
Bainy in iN TEXAS, an so guaran by Row- 
ell’s 1894 Directory = be a forfeit of #100. S.C. 
ECKWITH, Sole aa Foreign Advertising, 
New York and Chicago. 


UTAH. 


W ANTS more space or none at all. 











WASHINGTON. 


GEATILE POST-INTELLIGENCER. 








66 IN ofthe fe vr paber Seattle has < =: 
0! e four rs 0! e 
Coast.”’— 3 Weeki rem 


he - SPOKESMANCR -REVIEW 


ECR ANE 
Only m 





the recognized exponent 
of all the best a of Spokane and the vast 
country tributary to 


WEST VIRGINIA. 


N® terrioes progressive one flourishing 
town, wi Sawake new: Address the 

SOUTHERN West VIRG. AN, Williamson, 
West Virginia. 











WYOMING. 


OT He ladicss THE ladies w: will not ‘allow its newspapers to use 


W ANTS reciprocity—not advertising. 


SO. & CEN. AMERICA. 


JANAMA STAR & HERALD. 











CLASS PUBLICATIONS. 


Advertisements inserted un: under this heading, in 
the a: lateclass cost 25 aA, a line, for each 
insertion. Se tan, eet Chan ie ake. 


is case. 
ADVERTISING. 
PROGRESS, Washington, D. ©. 
AGRICULTURAL JRAL IMPLEMENTS. 
FARM MACHINERY (Eli), St. Lo M 
Lai issue in 8 : a, ee eine 
8) est issue in 8 years, 10. 
Largest average for 12 "i months, 17,600. 
AGRICULTURE. 


HOME AND FARM, Louisville, Ky. 
WISCONSIN AGRICULTURIST, 


ARCHITECTORE. 
INLAND ARCHITECT, Chicago. Best in West. 
CARRIAGES. 
VARNISH, Philadelphia, Pa. 
COAL, 
COAL TRADE JOURNAL New York City. 
DAIRYING. 
The American Creamery, Chicago. 
FASHIONS. 


QUEEN OF FASHION, N. “Y. City. 
Issued monthly. A miliion on a year 
THE WAVE, San Francisco, ( 13,000 weekly. 


psf oaubena’ THY. 
HOMCZOPATHIC RECORDER, Phila., Pa. 
LARGEST CIRCULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
MEDICINE AND SURGERY. 
MEDICAL HERALD, St. Joseph, Mo. 
‘ a Medical Journal, Keokuk, Iowa, 
ee AL FORTNIGHTLY, 
DICAL SENTINEL, sworn cir. Portland, Or. 
SOCIETY. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
SUNDAY PAPERS. 


ELMIRA, N. Y., TELEGRAM: Circulation over 
100,000 copies weekly. 


TEXTILE. 

TEXTILE WORLD, Boston. Largest rating. 
TOBACCO. 

WESTERN TOBACCO JOURNAL, Cincinnati. 

TY Pr WRITERS. 

PHONOGRAPHIC WORLD, New York City. 
VEHICLES. 

FARM MACHINERY (Eli), St. Louis, Mo. 

WOMEN. 


QUEEN OF FASHION, New York City. 
Issued monthly. A million copies a year. 


ie, Wis. 





PRINTERS’ INK. 


Sample Copy Editions. 


FOR SCHOOLS, March 27th. 
PRINTING OFFICES, April 3rd. 
PRINTING OFFICES, April roth. 
FOR DRUGGISTS, April 17th. 
FOR DRUGGISTS. April 24th. 


A series of five issues of our paper, intended to induce the 
above-named classes to become subscribers to PRINTERS’ INK, 
will be issued as stated above, and articles calculated to interest 
or instruct these classes are especially desired for use in these 
issues as follows : 

FoR MARCH 27TH. 


How Schools should advertise. 
Why Schools should subscribe for PRINTERS’ INK. 


For APRIL 3D & IOTH. 
How Printers and Publishers should advertise. 
Why Printers and Publishers should subscribe for PRINTERS’ INK. 


For APRIL 17TH & 24TH. 
How Druggists should advertise. 
Why Druggists should subscribe for PRINTERS’ INK. 


Articles received will be accepted and paid for or returned 
before the date of issue. 
Contributors are requested to come out particularly strong 
on the point, ‘‘ Why these should subscribe for PrRinTERs’ INK?” 
Address all communications to 


PRINTERS’ INK, 
10 SPRUCE ST., NEw YORK. 


Advertisements for PRINTERS’ INK are solicited. 

Advertisements of things useful to advertisers are earnestly solicited. 

Classified advertisements, no display, 25 cents a line of six words. 

Displayed advertisements, 50 cents a line, $7.50 an inch; $100 a page; 
$50 for half a page; $25 for a quarter page. Copy must be received one 
week in advance, Send all orders to 


PRINTERS’ INK, 
10 Spruce St., New York, 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


Tagaed ev Wedn Subscription 
Two Dollars Pm 4 os a = 3 
Three ‘Dollars a hundred. No back 


PRINTERS’ INK. 


Every hotel advertisement should 
contain the exact address, so that the 
house can be easily found by strangers. 


THE great and successful hotel men 


rons Of the future are engaged at the pres- 


o has a paid fo 4 it is 
it because some one 


co; 
. for a lf omg: 
laced on file with the editor o 
e' ry, so that the on 
may be correctly rated in the issue of that book 
for 1895, shows that the actual ave: issue for 
the at was 17,768 copies; for e last six 
wee, 19,875 copies ; for the last three months, 
21,223 and for the last four weeks, 22,250 copies. 
GS Orrices: No. 10 Spruce Street. 


NEW YORK, MARCH 33, 1895. 














CHEAP advertising is advisable only 
for cheap hotels. 


MANY a pee osperous hotel is a monu- 
ment to successful advertising. 


THERE are limitless advertising pos- 
sibilities for wide-awake hotel men. 


Every hotel of any pretensions needs 
a little booklet, or folder, about itself. 


Some of the big hotels get more free 
advertising than some big lawyers and 
doctors. 


HOTEL proprietors should remember 
that, when it comes to obtaining guests, 
advertising is a os? in itself. 


A HOTEL ad should be changed as 
often as any other kind of an ad, and 
that’s about every time it appears. 


To ADVERTISE a hotel successfully 
is just as much a science and a study 
as any other branch of advertising. 


THE sagacious and experienced ad- 
vertiser investigates all advertising me- 
diums, but cleaves closely to the best. 


Tue highest grade of literary ability 
is none too gi for the hotel man to 
use in his advertising and circularizing. 


HOorEL papers may be, and probably 
are, of great value to hotels, but they 
are not the mediums through which to 
advertise for the hotel-patronizing pub- 
lic, because their circulation is not of 
that kind. 


ent time in studying the art of hotel 
advertising. 


THE best patronized hotels are in- 
variably those that are best advertised. 
This rule is the same in every business 
under the sun. 


BEWARE of technical terms in your 
ads. Those in your trade will under- 
stand them, but good, plain English 
will be understood by all. 

HOTEL men frequently pay too much 
for their advertising and get a poor ar- 
ticle at that. Here is where PRINT- 
ERS’ INK will help them. 


HOTEL advertisements should con- 
tain the daily and weekly rates charged. 
A man likes to gauge his bill approxi- 
mately before incurring it. 


WHEN a hotel guest rea: ; an adver- 
tisement of the hotel he is staying at, 
he feels that he really is a guest and 
that his presence is actually desired. 


TO ADVERTISE your hotel in publica- 
tions that do not reach the people you 
want to secure for your guests is like 
going trout fishing in a pickerel pond. 


IN preparing a hotel advertisement 
it is scarcely wise to omit the rates 
charged, as to a large number of peo- 
ple this is the most important consid- 
eration. 


THERE is nothing so good as the 
daily paper for hotel advertising. Mag- 
azines of national circulation come next, 
with weekly society papers somew here 
in between. 


A HOTEL ad can be changed every 
day in the year. There is always 
something new and interesting to say 
about the rooms, the location, the cui- 
sine, the service, etc., etc. 


Look at the amusement advertise- 
ments in any newspaper. They are 
behind the age. The theatrical pro- 
fession has not yet caught on to the 
ad-smith. When they do get together 
the result will benefit all. 
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ApouT the best known and best pa- 
tronized watering-place hotels in the 
United States are the big hotels at At- 
lantic City, because they are the best 
advertised in the best papers. 


A BEAUTIFUL hotel, amid beautiful 
surroundings, should be portrayed by 
a beautiful booklet in the hands of the 
thousands of people, who appreciate 
such hotels and such booklets. 


A HOTEL is a very expensive ele- 
phant on one’s hand when it’s not well 
patronized. The surest way to have 
it well filled all the time is to adver- 
tise it regularly and permanently. 

Ir the dry goods, or the clothing, 
or the patent medicine advertiser, 
yielded to as many suasive solicitors 
as the good-natured boniface does, he 
would be ruined in a twelve month. 


SoME exuberant admirers are of 
opinion that the time is not far distant 
when James W. Scott, of the Herald- 
Times-Post, will own all the Chicago 
dailies except the Chicago Dispatch. 

WHILE almost any one can write an 
ad, there are very few ads written 
which could not be improved. PRINT- 
ERS’ INK every week contains pointers 
on ad-writing which benefit thousands 
of men who write their own ads. 


Every hotel reading-room should be 
supplied with one or more copies of 
PRINTERS’ INK. Most traveling men 
like to read of the smart doings of 
merchants in the way’ of advertising, 
and the ‘‘ Little Schoolmaster’” is filled 
with these. 


THE average advertisement writer 
knows more about advertising the 
average hotel than its proprietor does, 
just as the hotel proprietor knows how 
to run a hotel to suit the advertising 
man better than the advertising man 
himself does. 


IN almost every case a hotel adver- 
tiser will discover that a general ad- 
vertising agent can insert his adver- 
tisements at lower rates and secure 
better positions for them than he is 
able to himself. He should employ 
an agent to purchase his advertising 
space, for the same reason that he hires 
a steward to buy the butter and eggs 
consumed in his restaurant. 
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WHEN, as is the case in nearly every 
big city, some of the hotels are crowded 
with guests, while others, possessing 
equal advantages, are half empty, it is 
a pretty good indication that the for- 
mer are properly advertised and the 
latter are not. 


OnE never hears of a distinguished 
foreigner, or a prominent lecturer, or 
a brilliant theatrical star, or a talented 
journalist, or a capable party leader, 
or an eloquent statesman, or even a 
modest ad solicitor, staying at a hotel 
which does not advertise. 


THERE is no sentiment in the hotel 
business, and there is no sentiment in 
the advertising business. They are 
both designed to make money, and the 
more the hotel man knows about the 
business end—the unsentimental end— 
of advertising, the more money he will 
make. 


AN ordinary hotel] clerk may not be 
able to prepare a good hotel ad, but 
being in a position to know just what 
attracts the public to a hotel and what 
is likely to repel the public, he could 
furnish a man who is able to prepare 
such an ad with many valuable hints 
and suggestions. 


THE 1895 issue of the Special Agents’ 
Directory, containing a complete and 
revised list of the New York special 
advertising agents, and the mediums 
they represent, has been issued by Mr. 
Henry Bright, who isa ‘‘ special” him- 
self, with offices in the New York 
Tribune Building. 


Ir must not be forgotten that the 
best advertisement a hotel can have is 
the good, careful treatment of its, 
guests. Without this the most exten- 
sive advertising will not bring people 
a second time. A good table, efficient 
service and fair prices will soon earn a 
good and lasting reputation. 

IF any hotel’s sanitary arrangements 
are nearer to perfection than other 
hotels, or if its employees are more civil 
than those of other hotels, or if it has 
larger and better furnished rooms than 
other hotels, or if it has a more accom- 
plished staff of cooks than other hotels, 
or if it is ahead of other hotels in any 
other respect, it is an excellent reason 
why the proprietor should proclaim 
the fact. 
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THE hotel men are the best natured 
class of men in the country. If they 
were not they would be failures as 
hotel proprietors. But their good fel- 
lowship frequently makes them the 
victim of advertising solicitors, who 
know how hard it is for ‘‘a good fel- 
low’’ to turn another ‘‘ good fellow’’ 
down. 


THERE is a general impression that 
the most successful advertisers in the 
hotel line are the proprietors of sum- 
mer resort hotels. A reason for this 
could probably be found in the greater 
frequency with which they change 
their copy and the fact that their ads 
do not read so much as though they 
were mere cards. 


THE wide-awake hotel man knows 
that it is good advertising to have the 
local papers print his list of arrivals, 
and to this end he will spare no pains 
to help the papers secure such lists. 
If they don’t want to print the list 
regularly, run a small ad regularly, 
and they will be glad to accommodate 
you on the list of arrivals question. 


TuHE hotel man that feels that the 
furniture, carpets, china, interior dec- 
oration, wall paper, electric, grocery, 
meat and ice men, who supply or have 
supplied his hotel, should join with 
him in getting out a book about the 
hotel and its fittings and furnishings, 
will probably find no difficulty in se- 
curing their cash co-operation. Some 
very handsome books have been gotten 
out on this plan. 


Mr. BISSELL has made a good post- 
master-general—one of the best. This 
is admitted on all sides. Even a Dr. 
Parkhurst, or a Henry Ward Beecher, 
would be unable to transform the Po- 
fice Gazette into a Youth's Companion, 
ora Ladies’ Home Journal, in a min- 
ute. Reform is sadly needed in the 
treatment of second-class matter, but 
two years are not a sufficient time to 
obliterate the ruts created by twenty 
years of incompetent carting over a 
road naturally rocky, sandy, muddy 
and abounding in short turns, steep de- 
scents, quagmires and slough holes. A 
revision of the law may be desirable, 
but failing that, a uniform administra- 
tion of the law as it stands would do 
away with a great majority of the 
abuses now so flagrant and that so 
lamentably obstruct enterprise. 
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BEGIN your summer hotel advertis- 
ing a number of months before the 
opening of the season. This is not too 
soon. Your circulars and advertise- 
ments will have a better hearing now 
than later, when all the other fellows 
will be in the field. People plan their 
summer outings a long way ahead, es- 
pecially if they are going to stay all 
summer. ; > 


THE average hotel’s appropriation 
for advertising is so comparatively 
small that the average advertising 
agency does not ordinarily care to so- 
licit it on a commission basis, and that 
is one reason why the hotel men should 
avail themselves of the salaried or 
paid-by-the-ad services of the ad writ- 
ers and advisers whose services are 
offered in the advertising columns of 
PRINTERS’ INK. These gentlemen do 
much of the advertisement writing of 
the largest agencies, and are thorough- 
ly competent. 

A HOTEL, like any other business en- 
terprise, is largely patronized by the 
extent to which its advantages are 
known to the public. Like a theater, 
church or market, it is generally of 
sufficient importance to be fairly well 
known to the people of the town it is 
located in; or unlike a_ theater, 
church or market, it is seldom de- 
pendent on local patronage for its sup- 
port. The most considerable and fre- 
quently the most profitable portion’ of 
the patronage of nearly every first-class 
hotel is derived from persons living in 
other cities. In order, therefore, for 
a first-class hotel to be made to pay, its 
advantages must be known to the trav- 
eling public of the entire State, section 
or country. Hotels which have been 
in existence many years usually are 
known, but nowadays competition is 
so fierce, and the amount of money ex- 
pended in the construction of a big 
hotel is so enormous, that its owners 
can hardly afford to wait until its own 
merits have secured for it enough pa- 
tronage to make it a profitable enter- 
prise. Like a big department store, it 
must either do considerable business 
from the start or become a failure. 
Hence, unless he is anxious to share 
the experience of many other hotel 
men, the proprietor of a new hotel, or 
a hotel with a limited patronage, must 
make the public cognizant of its at- 
tractions and advantages. In other 
words, he must advertise. A hotel- 
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keeper should subscribe to PRINTERS’ 
INK, the Little Schoolmaster in the 
art of advertising, in order to read it 
and learn how to advertise his busi- 
ness in a judicious manner. PRINT- 
ERS’ INK is not devoted especially to 
hotel advertising any more than to dry 
goods or patent medicine advertising, 
but in the fifty-two copies, which a 
hotel subscriber will receive in the 
course of a year, he can scarcely fail to 
obtain much useful information in re- 
gard to the management of his adver- 
tising. 


+o 
HOTEL BOOKLETS AND FOLDERS. 


ESPECIALLY DESIRABLE FOR SUMMER AND 
WINTER RESORT HOTELS AND LARGE 
CITY HOTELS, BUT GOOD EVEN FOR 
SMALL HOTELS HAVING NATURAL AT- 
TRACTIONS—-HOW TO MAKE THEM 
MOST EFFECTIVE AT THE LEAST EX- 
PENSE. 


Almost every hotel of any preten- 
sions puts out annually or has ‘‘on 
call” some sort of a booklet or circular 
or folder about itself. ‘These vary 
from little cards that cost next to 
nothing to the magnificent books, beau- 
tifully illustrated, costing from a quar- 
ter to half a dollar each. Many of 
these are faulty in construction, de- 
ficient in contents and needlessly ex- 
pensive. It is the purpose of this 
article to givea few facts and figures 
of real value. 

First, as to the demand and necessity 
for this class of advertising matter. 
For summer and winter resorts it is 
well-nigh in dispensable, even with the 
oldest and most popular hotels, having 
a steady year-after year patronage. 
People will write for rates and other 
routine information. No matter why 
they write—whether they have heard 
£ your place incidentally through 
friends or seen your advertisement in 
some newspaper or magazine, they 
want more facts than they can learn by 
hearsay or you can afford to print in 
high-cost space. 

When their letters come the folly of 
attempting to write out an adequate 
reply makes itself manifest at once. 
The hotel man is usually neither an 
artist nor literary man, and if he were 
he could do neither himself nor his 
hotel justice in any other way than by 
embodying his ideas in printed and 
permanent form, to be mailed to people 
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that write for facts, or sent out when 
not asked for to people whom he may 
conceive to be interested in the sub- 
ject. He will need from 5,000 to 10,000 
of these, and no matter what he can 
afford to pay for them they should be 
neat and artistic and contain all the 
facts the prospective guest may wish to 
know. For printing and stock 10,000 
of them will cost from $50 to $5,000. 
Perhaps these two extreme figures may 
sound absurd, but they are not. One 
of the smallest, most aristocratic hotels 
at Bar Harbor paid only $50 for the 
printing and paper of the exceedingly 
artistic and effective folder it put out 
last year—10,000 of them—and they 
were every way adequate, 

The paper was a fine grade of cream 
white cardboard, folded once, just the 
right size for the pocket, for the racks 
of the Ferum Outing Bureau in the 
different big hotels in which they ap- 
peared, and for mailing purposes under 
aone-cent stamp. The first page con- 
tained two lines of display, ‘‘ BAR 
HARBOR” and ‘‘ The Louisburg,’ 
with a cut of the hotel and these few 
lines in small type parographed at the 
top of the page: 





“ The ozone of mountain top, 
The balsam of the fir tree, and 
The healing of the sea, 
Are all combined in the superb cli- 
mate of 


BAR HARBOR.”’ 





These few quotations from famous 
authors told the whole familiar story 
of Mt. Desert, and were enough of 
generalities, for the island has been 
written about too much to demand 
anything additional. 

The second page said, in very sim- 
ple, neat type, that the Louisburg 
needed no further recommendation 
than the list of well-known people 
whose names appeared on the opposite 
page, and who had come regularly to 
this hotel for years; that the hotel 
would open as usual in June under the 
same management, with rates un- 
changed (with rates following). The 
close proximity of the Louisburg to 
the steamboat wharf and other impor- 
tant points, its magnificent elevated lo- 
cation, its tennis court, livery stable, 
ete., were dismissed with a compre- 
hensive paragraph. The third page 
was occupied with the names of a hun- 
dred notable guests, while on the last 
page appeared the necessary facts 
about railroad and steamboat trans- 
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portation to Bar Harbor, the page 
freshened and lightened with cuts of a 
Bar Harbor vestibule train and an In- 
ternational Line steamer serenely sail- 
ing o'er a summer sea. 

‘The object of the words ‘‘ Bar Har- 
bor” in very large type was to chain 
the attention of the man who paused 
in front of the racks containing sum- 
mer resoit circulars. It stood out 
most conspicuous of any in the racks, 
and yet was fully as artistic and at- 
tractive as its elaborate neighbors, 
many of which cost many times as 
much. The cap line of plain De Vinne 
probably could not have been improved 
upon even by the engraver’s skill. All 
that the title, or display line of the title 
page of a summer resort folder, should 
do is to act the part of a guide-post 
and leave the rest to the descriptive 
and the illustrations. 

‘Too often folders and booklets have 
elaborate designs on their covers that 
make it hard to determine what the 
book is about, and give the reader the 
same impression as the appearance of 
aman in loud-checked trousers, a 
flashy watch chain and a dazzling dia- 
mond. 

Booklets are business, and should 
talk business in a straightforward, easy 
way that gives all the facts and the 
fancies that are justifiable, and only 
those that are justifiable. The law of 
absolute sincerity applies nowhere 
more forcibly than in this class of ad- 
vertising, for though an alluring and 
overdrawn circular will bring the un- 
suspecting and uninformed the first 
time, it may prevent his ever coming 
again, whereas statements of the sim- 
ple truth about the situation of the 
hotel—its rooms and table, its facili- 
ties for rainy day, evening and out- 
door amusements, its prices, its view, 
the healthfulness of the locality, the 
adjacent places of interest, the drives, 
the fishing aud boating, if there is 
‘any, the facilities for availing him- 
self of it, and perhaps the people 
who may be found there—are effect- 
ive. It is good advertising to give a 
list of guests when it proves that the 
hotel is popular with a given class or 
circle of people to whom you wish to 
cater, and it is not good advertising 
when it proves nothing at all, or may 
prove that some people patronize your 
hotel whom some other people won't 
consider very desirable. 

A few words can well be added 
about taking pains to make the little 
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ones happy—play rooms and play 
grounds, etc., if such is true and you 
want family trade. 

Folders may be cheaper even than 
the one I have quoted. A very 
decent little folder about the same size 
as the New York and Philadelphia 
time table of the Pennsylvania Rail- 
road may be had at a cost not exceed- 
ing $25 or $30 for 5,000. In these all 
the essential facts can be presented in 
an attractive manner if the folder is 
properly written and the type care- 
fully selected. I have in mind a little 
cardboard folder that the American 
Ice Cream Company, Forty-second 
street near the Grand Central Station, 
New York, issued last summer for the 
people who came drifting by, weary 
and worn with the wilting weather. Its 
page was about the size of a playing 
card and on the outside it said : 





Hot 
Tired 
People 


Cooled 
and 
Refreshed 


Delicious 
American 
Ice Cream. 





There is a germ of suggestion here 
as to what a summer hotel could say to 
hot, tired city people, and it would 
come within the means of the small 
but delightful rural mountain and sea- 
side hotels and boarding-houses where 
rates of ‘‘$5 to $10” a week will not 
warrant a heavy advertising expend- 
iture. 

But for the five and ten dollar a day 
houses there are some facts that are not . 
always carefully considered in getting 
out their elaborate books. 

For instance, the size and shape. No 
matter how costly and beautiful a book 
may be it should never be wider or 
higher than the average railway time 
table, because that is the limit of size 
for convenience in mailing, carrying in 
the pockets and placing in racks, and 
it’s plenty large enough for all artistic 
and effective purposes. ‘The descript- 
ive writing should be well done, be- 
cause *‘ descriptive is always tiresome,” 
People are not prone to be wildly en- 
thusiastic for scenery unless they view 
it personally, and will skip your elo- 
quence if you make it long. The style 
should be like the subject it portrays, 
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filling the. reader with longings for 
shady woodlands, summer seas, salt 
air, mountain ozone, trout-haunted 
brooks, or whatever you have to offer, 
and if the writer knows his business 
his words will breathe a mingling of it 
ali—the historical, the romantic, the 
sportive, the ideal and the practical— 
i1 a light, easy, earnest, sincere way 
that will carry conviction as weil as 
cultivate desire. 

Those long-winded prosy articles 
about the physical features of some 
Eldorado of the North or the South 
are poor reading compared with what 
the newspapers and magazines fur- 
nish, and people won't wade through: it 
when anything else is to be had. 

The type should be set in the usual 
way—not wider or larger than is found 
in the columns of the best magazines. 

‘The idea is to have people read what 
you have to say, whether much cr littie, 
and if it be much the highest skill of 
the best writers is none too good. 

People read stories with avidity and 
descriptives with a bored feeling. So 
it may be well to put your facts in story 
torm—how so and so spent the summer 
at such and such a place, or ‘‘ A Ro- 
mance of Lake Champlain,” or ‘‘ One 


Summer on a Mountain Top,” or ‘‘ In 
the Woods,” or ‘*‘ The Shore,” or ‘* Bar 
Harbor,” or ** Atlantic City,” or ‘‘ In 


the Adirondacks” — anything that 
will excite interest—and then have your 
hero or heroine do the pleasant and 
health-giving things they might be ex- 
pected to do if at your place. The 
conversational quotes, the frequent par- 
agraphs, the development of the plot, 
and the interesting situations all carry 
the reader with the characters in your 
story through the experiences that will 
make him want to go to your local- 
ity and your hotel at his earliest oppor- 
tunity. You can prove the efficacy of 
this idea to your satisfaction by stop- 
ping to think what the people in your 
own family—the women, especially, 
read—stories in book form or stories in 
magazines, usually love stories—the 
light, the mentally digestible, though 
the facts be heavy, and you will recall 
that all your men friends like stories— 
at the club—at dinner, when traveling 
—everywhere except on ‘‘My Busy 
Day,” and even then you will find time 
for a story if it’s a real good one—and 
when do you recall any one you know 
becoming absorbed in an ordinary hotel 
booklet containing tiresome descrip- 
tions and worse photo-engravings ? 
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No, women won't read them surely, 
and it’s the woman who decides where 
the family shail spend the summer, 
just as she usually decides everything 
else in the household. 

‘* But where can I get such stories 
written ?” you ask. ‘‘I can’t afford to 
employ Rudyard Kipling, or Marion 
Crawford or William Dean Howells.” 

Nor need you. ‘There are plenty of 
men who can write what you want in 
just the space you want, and at the 
prices you will be willing to pay. You 
will find them advertised in PRINTERS’ 
INK. ‘They call themselves ‘“* ad- 
smiths,” ** attorneys-at-advertising,” 
‘* Business writers” and ‘* ad-writers.” 
They have trained themselves for just 
this work—many of them are gifted 
story writers who find more money in 
ad writing. ‘They will tell you how 
best and how cheapest to get out such 
a booklet as you want. You will find 
them able to carry out every one of 
your ideas probably better than you 
can yourself—just as you can run a 
hotel better than they can—and they 
will save you money on your printing 
and illustrating, while making money 
for your hotel by new customers se- 
cured through their efficacious adver- 
tising. 

But to get back to the main topic 
again—booklets—nothing has been said 
of illustrating. The average booklet 
is illustrated with photographic process 
work—half-tones or something. Some 
of that sort of thing is excellent, 
but the advertising artists who abound 
in great cities can usuaily give you 
something more elegant, artistic and 
effective, and less expensive. The way 
to find these artists is through the ad- 
smiths—attorneys—doctors — experts. 
(I am not attempting to be facetious 
here, but merely to make a compre- 
hensive statement). They (the artists) 
have usually been men of distinction in 
the purely art fieid, but have found the 
price of and demand for their work so 
diminished by modern multiplicity of 
photo-productive work that they have 
gone into ad illustrating in preference. 
Give such men your ideas or your pho- 
tographs, or anything that’s been 
printed about your place, and they will 
work out something that will vastly im- 
prove the appearance and the attract- 
iveness of your booklet, without in- 
creasing—probably decreasing—its ex- 
pense. 

The question of circulating booklets 
and folders is soluble in several ways. 
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Place ads—very small ones will do— 
in the best newspapers in the cities 
where reside the people you want to 
reach, and, if you can afford it, in 
the great magazines of national cir- 
culation, stating that you will send 
a beautiful little book about your 
hotel or its locality free of charge, if 
they will send their addresses, If 
your book is a story with a good head- 
ing, such as ‘‘A Summer’s Ww ooing ” 
or ‘*‘An Adirondack Idyll,” you can 
advertise the book itself, sent free or 
for 10 cents in stamps, by addressing 
your hotel. ‘lhis latter idea opens up 
an avenue of speculation as to the pos- 
sibilities of selling such literature, and, 
provided it is good reading, no doubt 
exists as to there being some possibili- 
ties in this direction, though not in the 
line of such publications of the hotel 
advertising order as have been fruit- 
lessly offered for sale on the news- 
stands at times. But that’s another 
story. 

————— 


ADVERTISING A HOTEL. 

AN INTERVIEW WITH R. H. STEARNS, 
THE PROPRIETOR OF THE HOTEL 
MAJESTIC, THE LARGEST HOTEL 
IN THE WORLD. 

The new hotel Majestic, extending 
from 71st to 72d streets, in Central 
Park, West (New York), is the largest 
hotel in the world and its proprietor, 
Mr. R. H. Stearns, is not only a vet- 
eran in the hotel business but in hotel 
advertising as well. 

What he says and does on the sub- 
ject may, therefore, prove profitable 
reading. 

When he opened the Majestic, a few 
months ago, his ad appeared in several 
New York papers, the 77idune and 
Herald notably. In these papers he 
used enough space to tell the whole 
story of the new hotel tersely. In the 
others he ran smaller ads. The space 
in the 77iéune and Herald was about 
two inches. They had little display— 
merely the name of the hotel, its loca- 
tion and the statement, ‘‘ Largest and 
most magnificent hotel in the world” 
in two-line display—the rest in solid 
agate. After he had run this for some 
time he appeared in the Hera/d one day 
with a double column ad about a 
hundred lines deep, in which appeared 
an excellent cut of the hotel and an 
elaborate description. This had posi- 
tion top of column and was a striking 
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ad. He uses the same papers and about 
the same methods for advertising the 
summer hotels in which he is interested. 

‘*T have tried all the papers in New 
York and many elsewhere—I have tried 
all manner of other mediums too, and I 
have learned that to advertise a high- 
class hotel nothing equals the New York 
Hlerald and Tribune,” said Mr. Stearns 
to the writer. 

He supplements this with a syster 
of booklet sending. He has a list oi 
several thousand of the best hotel 
patrons in the country, gathered from 
hotel registers and personal acquaint- 
ance during his extended hotel career, 
and he sends out at the opening of 
each season just as neat, attractive and 
well illustrated a booklet as his experi- 
ence and hotel genius can devise and 
the best artists and printers can produce. 

————$4§ > 

THE HOTEL AND “ PRINTERS’ INK.” 

Travelers find in hotels a place for re- 
freshment—a place where they can obtain 
bodily refreshment after the fatigue of a long 
journey. Advertisers find in Printers’ Ink 
a source of mental refreshment—a medium 
by which an advertiser can refresh his mem- 

as to the necessity of good advertising. 

otel-keepers should advertise. They can 
derive beneficial results from advertising just 
as other institutions can. 

Printers’ Ink tells how they should ad- 
vertise. Printers’ INK is important because 
it teaches truthfully how to best advance the 
pecuniary interests of advertisers. 

PrinTErRs’ INK is not a transient visitor 
but a permanent one. Alwayscollecting new 
ideas, new articles, new bits of valuable in- 
formation—a symposium of all that is good— 
it brings its collection before the advertiser 
each week of the year. 

When the hotel keeper finds out its true 
value, finds out that “The Little School- 
master’’ is essential to him because of its 
valuable teachings, he will welcome it fifty- 
two times a year, and consider it the best- 
informed traveler that comes within his doors. 

An encyclopedia of business knowledge, a 
dictionary of good advertising—that is what 
advertisers find in Printers’ INK. 


PRO RATA. 

Hotel Advertiser—A glass of this old 
stuff will increase your circulation fifty per 
cent. 

Newspaper Publisher—Then give me two 
glasses and I'll collect double rates on the 
strength of it! 





THE ROMAN CATHOLIC JOURNALS. 
By Joseph Banister. 


The number of Roman Catholics in the 
United States has been estimated to be about 
six and a quarter millions, which includes all 
communicants above nine years of age. The 
bulk of them being of foreign birth or parent- 

e, it is not unnatural that, as a class, they 
should be less wealthy than the people com- 
posing the membership of the various Prot- 
estant sects. As a purchasing element, how- 
ever, the Catholics are not far behind their 
non-Catholic brethren. Being mostly of Irish 
or German extraction they are by naturea 
hard-working, money-earning and money- 
spending class. 

The Catholic church in the United States 
is a by 119 papers, which are cred- 
ited by the American Newspaper Directory 
with a total circulation exceeding 600,000 
copies each issue. The subscription price of 
these papers is, in most cases, lower than that 
of the Protestant publications and their read- 
ers scarcely belong to such a well-to-do class, 
but as a larger proportion of the goods ad- 
vertised in religious journals are baking 
powders, soaps, patent medicines and other 
articles of domestic use purchased by people 
of small means as largely as by the wealthier 
sort of folk, it cannot doubted that the 
majority of the Catholic journals are desira- 
ble mediums and that many of them must be 
extremely valuable to advertisers of even 
high-priced wares. So far as circulation is 
concerned the Catholic News, of New York, 
is considerably ahead of any other church 
publication. hes more than 70,000 readers are 
to be found in every State of the Union, the 
one dollar a year it costs subscribers — ~ 
within the reach of almost everybody. e 
News is an eight-page paper, well printed and 
well edited. Its advertising columns contain 
as good aclass of business as those of any 
Protestant journal, and its patrons seem to 
think they receive excellent returns on their 
investments. 

Another New York paper of large circula- 
tion and influence is the Freeman's Journal. 
This is one of the oldest and best known 
Catholic publications in the country, and 
since Father Lambert assumed jitorial 
charge it is said to be rapidly regaining its 
former large number of readers. The Free- 
man’s subscription price is $3 a year, and with 
its present circulation of more than 12,500 
copies it cannot fail to give good returns on 
money expended in its columns. 

Next pt nema of circulation and fully its 
equal in influence comes the Catholic Review, 
one of the most conservative organs of the 
church in the United States. The Review 
consists of 16 pages, sells for three dollars a 
year and is accorded a circulation in the 
American Newspaper Directory of over 4,000 
copies. Its advertising-is of a high class and 
in view of the excellent kind of readers it 

must possess, there can be no doubt that it is 
a medium of considerable value to advertisers 
who desire to appeal to the more intelligent 
and well-to-do sort of people. 

Of the New York papers published outside 
the metropolis the Catholic Union and Times, 
of Buffalo, and the Catholic Sun, of Syracuse, 
probably rank the highest. The first named 
Is an eight-page paper edited by Rev. P 
Cronin, 5. D. Itissaid to be extremely pop- 
ular among the Catholics of that section of 
the State and the circulation of over 7,500 
which the American Newspaper Directory 
accords it is scarcely an overestimate. The 
Union and Times does not contain so much 
advertising of a general character as its New 
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York City contemporaries, but its columns 
seem to well patronized by local adver- 
tisers. 

The Syracuse Sun has eight pages, costs 
two dollars a year, is credited with over 2,2 
circulation and is a neat, well edited, well writ- 
ten publication. Its advertising rates being 
low, Syracuse advertisers probably find the 
money invested in it brings good returns in 
publicity. 

For advertisers who want to appeal to the 
Catholic population of the New England 
States, there are several first-class mediums 
to select from, First in influence, though, 
perhaps, not in circulation, is the Boston 
Pilot, whose late editor, John Boyle O’ Reilly, 
obtained for it as high a reputation among 
the Protestants of this country as among the 
Catholics. Under the present editor, James 
Jeffrey Roche, L.L.D., the Pilot easily re- 
tains the high class of readers it then secured 
and with a circulation estimated to exceed 
20,000 copies it is a medium whose value is 
recognized by most of the larger advertisers. 

Next to the PiZot in importance and ahead 
of it in circulation is the Sacred Heart Re- 
view, also published in Boston. This paper 
has a circulation which the American News- 
paper Directory guarantees to be 40,000 copies 
perissue It is a well-printed journal of 16 

ages and under the editorial management of 

ev. — O’Brien, it has secured an excel- 
lent class, as well as a numerous class, of 
readers. The advertising columns of the 
Review are well patronized by both local and 
general advertisers. 

In appealing to the Catholics of the West- 
ern States an advertiser will find quite a large 
list of German and English printed publica- 
tions at his disposal. First among the latter 
is the Ave Maria, of Notre Dame, Ind., a 
32-page journal, which, under the editorial 
guidance of Rev. E. Hudson, C.S.C., has at- 
tained a circulation estimated tu be more 
than 20,000 copies for each issue. The sub- 
scription price of the Ave Maria is $2.50 a 

ear, and the fine class of readers it possesses 

as obtained for it considerable patronage 
from the most prominent general advertisers. 

Another valuable medium which adver- 
tisers desiring to cover the West can hardly 
afford to omit from their lists is the Catholic 
Universe, of Cleveland, Ohio. The Amer- 
ican Newspaper Directory guarantees this 
paper a circulation of 14,000 copies, and the 
quantity and quality of its reading matter 
indicate that its popularity among Ohio 
Catholics is by no means mare. The 
Universe contains eight pages, costs $2 a 

by Mr. Thomas A. 


ear and is ably edited 
onnelly. 

Another journal, whose advertising value 
entitles it to a place on tvery list of desirable 
mediums, is the Catholic Columbian, of 
Columbus, Ohio. The Co/uméian has a guar- 
anteed circulation of 11,200 copies and judg- 
ing by the paper’s appearance and its reputa- 
tion among advertisers, it must have a very 
desirable lot of readers. 

Other Western mediums worthy of an adver- 
tirer’s patronage are the Catholic Citizen, of 
Milwaukee, with a guaranteed circulation of 
9,200; the Mew World, of Chicago, with an 
estimated circulation of more than 17,500; 
the Excelsior, of Milwaukee, Wis., which is 
guaranteed to possess Sang Some and 
the Catholic Messenger, of Davenport, lowa, 
with a guaranteed circulation of 4,000. 

Of the Catholic papers printed in German, 
Der Herold des Giedioms of St. Louis, Mo., 
stands first, with a circulation guaranteed by 
the American Newspaper Directory to be 
32,476 copies. Next to that is the Ohio 
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Waisenfreund, of Columbus, Ohio, with an 
estimated circulation of more than 20,000. 
Then there is the Katholisches Volksblatt, of 
New York, with about the same; the Kath- 
olische Volks-Zeitung, of Baltimore, Md., 
with more than 12, and Der Wanderer, 
of St. Paul, Minn. with a guaranteed rating 
in the Directory o 11,514, : : 

Among the leading Catholic monthlies are 
the Working Boy, of Boston, with a circula- 
tion exceeding 20,000; Donahoe’s Magazine, 
also of Boston, with 4,000, and Der Armen 
Seelen Freund, of Mount Vernon, Ind., with 
a guaranteed circulation of 17,687 copies each 
issue. 


—____+o»—____ 
NEWSPAPER HEAD-LINES. 


The newspaper head-line, as we know it, is 
peculiarly an American invention. Over- 
seas the “ scare-head”’ is an unknown quan- 
tity. There the most important article, it 
matters not how sensational it may be, is not 

iven any larger or more conspicuous heading 
than other less important news stories. Start- 
ling informaticn is given preference of posi- 
tion, but in no other way. 

The general idea is that the head-line 
writer sits down and dashes off the first bright 
phrase or catch-line that enters his head. Not 
so. A nice, mechanical calculation must 
enter into it. He must be an artist and an 
artisan. He knows to a nicety how many 
letters will go in the style of type employed 
for the first line. If there are several words, 
the space in between must be calculated in 
the number of letters.. He knows also that a 
letter “‘M”’ or ““W”’ will, by reason of its 

ater width, shorten the number of others 
that can be employed. There is probabl 
not a man living who has ever written a head- 
ing for a newspaper and not experienced the 
annoyance of discovering that some pecul- 
iarly felicitous line that had occurred to him 
is a little too long to “go in.” In this way 
thousands of happy thoughts are entom 
in the graveyard of good ideas that exists in 
every newspaper office.—Buffalo Times. 


cnemeeesesciiliniincitegdnas 
THE MAMMOTH POSTERS. 


It may be inserted in the unwritten history 
of show posters in the United States that the 
first poster work in this city, and it is be- 
lieved in this country, was printed from the 

in end of mahogany blocks ; the lines be- 
ing first marked out with gravers and then 
the heavy spaces cleared away with the mal- 
let and chisel. The impulse towards larger, 
freer work came from the circus people, from 
the elder Barnum, in fact. Working under 
this impulse, two show printers, Morse and 
then Purcell, were able by the aid of the 
routing machine and the use of pine-wood 
lanks to get out posters of such an area as 
ad never n thought possible, some of the 
“ stands ’’ bearing twelve-sheet bills, that is, 
single pictures or groups of pictures thirteen 
feet long by seven feet high. It may be men- 
tioned as an interesting record of contrast 
that some of the posters turned out by a New 
York lithographer last season for the same 
@ircus were of 150 sheets, making a continuous 
picture ten feet high and 160 feet long. It 
would afford a still more interesting contrast 
if some of these early posters could be secured 
and put on exhibition to mark the commence- 
ment and fin de siecle of art in posters. Pine 
wood engraving for show work has not yet 
gone out of fashion, so conservative is the 
printing office, and is still largely used for 
scroll and broad outline figures. —V. Y. Sun. 
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INK DROPS. 


Ir takes just as miuch skill to prepare a 
good hotel ad as any other. 


As FINE as your hotel can afford should be 
the rule with the illustrations in your adver- 
tising. 

THE newspaper reporter can prove the 
best friend or the worst enemy a hotel man 
can have. It depends on him which they 
shall be. 

Do you suppose Willard’s Hotel, in Wash- 
ington, would have become a household word, 
all over America, if it hadn’t been for the 
newspapers ? 


Tue hotel man’s advertising bills won’t 
trouble him if he advertises discreetly. His 
advertising bills and all his other bills will 
trouble him if he advertises indiscreetly. 


Tue hotel men have a standing army of fine 
advertisement writers in the newspaper re- 
porters and they can’t do too much to cul- 
tivate friendship and “a pull’ in this 
direction. 

ADVERTISE your hotel and its attractions, 
not the name of its proprietor unless he be as 
famous as Tilly Haynes or J. Reed Whipple. 
Even then it’s ke hotel and not its proprietor 
people are interested in. 


A LARGER proportion of the money spent in 
hotel advertising is wasted than in any other 
business. That’s one reason why hotel men 
should subscribe for Printers’ Ink—and 
learn better. 


No orner class of people, except actors, 

t so much free advertising as hotel men do. 

very distinguished guest, and every public 
dinner means lots of valuable space gratui- 
tously in all the newspapers. 


Hore ads should be changed frequently. 
There is an innumerable caravan of oppor- 
tunities for bright and catchy display lines 
passing through the mind of the alert hotel 
advertiser constantly. 


Tue hotel genius who can think up a new 
menu every day and thus establish an envia- 
ble reputation for “‘a good table” usuall 
runs up against a stump when asked to thin 
up anew ad oncea year. That's where the 
advertising genius comes in. 


PropaBty the example set by the Manhat- 
tan Beach hotels in having a great electric 
light advertisement, in colors, high up over 

adison Square, New York, will be followed 
by other summer excursion resorts in other 
Cities. 

IF only society people went to the seashore, 
three-quarters of our summer resort hotels 
would have to close up their doors. That’s 
why advertising directed towards the great 
well-to-do class who don’t belong to the 400 
pays and pays well. 


Don’t let any opportunity escape for “* put- 
ting the — men onto a good story,” 
and they won’t let any opportunity escape for 
giving you some of that free advertising on 
which hotels thrive. ‘‘Good stories” are 
usually found in the arrival of interesting or 
famous guests. 


Some ‘‘ hotel and outing” bureaus are ex- 
cellent advertising institutions, and some are 
not, as all advertising men and some hotel 
men know. Among the best is the Forum's 
** Outing Bureau,’’ to which nearly a hundred 
of the léading hotels of the United States co- 
operate to mutual advantage. 
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Tue securing of human monstrosities to 
walk up and down the streets with placards 
on their backs is, so far as results are con- 
cerned, one of the poorest methods of adver- 
tising there is.—Spatula, Boston. 


A Cincinnati man describes a novel sight 
he recently saw at a mill devoted to making 
paper of pine tree pulp. I was invited to 
select a tree, which I did, and it was cut 
down for mein the morning. I watched it 
during the cay undergoing the various pro- 
cesses of poe making, and at 6 o’clock that 
evening the tree was paper. At midnight a 
portion of it was sufficiently dry to be taken 
to a printing office, and a few of the copies of 
the next morning’s paper were printed on this 
product.—E£zchange. 


Joserx Puvitzer has recently given some 
good advice to newspaper men. ‘* Whatever 
the temptation,’’ he says, “‘ whatever the 
influence or pressure, whatever the govern- 
ment itself, whatever the consequences or 
personal sacrifice, never suppress news. Al- 
ways tell the truth, always take the humane 
and moral side, always remember that right 
feeling is the vital spark of strong writing, 
and that publicity, publicity, publicity is the 

reatest moral factor and force in our public 
ife.”"—New Bedford (Mass.) Journal. 


I po not often mention, and I certainly have 
no heart to gloat over, the business reverses 
of any man or firm or corporation. In re- 
cording here the fact that a receiver has been 
appointed for the Plymouth Rock Pants Com- 

any, of Boston, 1 am compelled to struggle 
Coomeets a feeling of sympathy for misfortune 
and a conviction that misfortune must inevita- 
bly come te the person or persons that have 
tried to link the respectable stone once pressed 
by the feet of the Winslows and the Brews- 
ters to the infamy of that dysonomous and 
abhorrent word “ pants.” —Zown Topics. 


A Goop line for a hotel man is—a line in 
the local papers. 


Some hotel managers are always gloomy, 
while others possess good spirits—sell them, 
too, by judicious advertising. 


“ Hore. men are a soft mark,” said the 
advertising manager of a hotel publication 
one day, in the hearing of the writer. ‘They 
are a hail-fellow-well-met class, fond of good 
dinners, good wine, good horses and good 
company. They are not fond of such exact- 
ing details as advertising, which they look 
upon as a more or less necessary evil. They 
have no definite plans, as a rule, and the 
man who knows how to approach them the 
best gets the most of their Toskaan, no mat- 
ter what his scheme is. 

“There is no class of people in the com- 
munity who are expected to waste their 
money in so many worthless advertising 
mediums and schemes. They need the serv- 
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Tue Forum, a New York m ine, has 
been successful for two years past in securing 
the co-operation of a large number of the 
leading hotels in an advertising plan that 
gives the benefit of several kinds of adver- 
tising — spring and summer months. 

The best hotels only are admitted to the 
arrangement, such as the Plaza, Murray 
Hill and St. Denis in New York, the Ven- 
dome and Brunswick in Boston, and in each 
of the seventy-five or so of these hotels the 
Bureau puts in a rack for the circulars and 
folders of the other hotels in the combine 
each of which thereby has the privilege of 
having its matter in the racks in aif the 
others. The racks are almost exact dupli- 
cates of the ones used by the Railway and 
Steamship Time Table Company, and usually 
the hotel folder racks stand side by side 
with the time table racks in the main cor- 
ridor of the hotel. Each hotel supplies the 
Forum with its folders, and it ones from 
5,000 to 10,000 for the season, and the Forum 
distributes them, keeping the racks re- 
plenished a | by weekly visits from 
the Railway and Steamship Time Table 
Company, with whom it has an arrangement 
for this service. 

By this method the circular matter re- 
ceives a widespread and systematic distribu- 
tion among the people most likely to be in- 
terested in it. 

Additionally to the racks the Forum gives 
each advertiser a quarter of a page adver- 
tisement four times in the magazine, under 
the department heading, ‘‘ Outing Bureau,” 
which, in turn, it advertises in all the other 
leading magazines and newspapers, asking 
pe to write for information regarding the 
eading city hotels and watering places, 
whereupon it mails the inquirer a copy of a 
hand-book containing the advertisements of 
the hotels in the combine and will send ad- 
ditionally the circular matter of such hotels 
as may be inquired for specifically. 

The expense of the Bureau the first year 
was assessed at $200, but this sum was re- 
duced to $100 last year, from which sum the 
Forum puts in the racks, keeps them sup- 

lied with folders, gives the advertising be- 
ore mentioned and conducts the necessary 
correspondence with inquirers after infor- 
mation. The plan originated with Mr. Tal- 
mage S. Hand, the advertising mangeer of 
the Forum, in whose hands its management 
is said to have been very successful. 

—_+o+—____ . 
NOTHING WRONG ABOUT IT. 
Lyons, N. Y., Feb. 22, 1895. 
Editor of Printers’ Ink: 

Iam a constant reader of Printers’ INK 
and think I profit by it. I inclose an ad I 
saw in the local theater programme, which I 
1+ is quite original. hat do you think 
of it? 





ices of advertising experts and gers, if 
any men in the community do. It is well 
worth the money of every hotel man who 
advertises a hundred dollars’ worth to pay a 
good percentage of that sum to an advertis- 
ing man who will stand between him and the 
horde of solicitors who besiege his office with 
alluring propositions. 

“It’s the very fact that the hotel man is 
such a good fellow that he is so susceptible 
to the good fellows who come around after 
his advertising, and get it whether they 
ought to have it or not. 

“Of course there are many exceptions to 
this rule, but they only serve to give its 
prevalence due emphasis.” . 


A CARD | 
To the Patrons of the House. | 
| 


If you are not enjoying the performance 

as you should, by reason of that very com- 

| mon ailment, a headache, send over to 

Getman’s Drug Store and get a box of 

the celebrated Getman’s headache pow- 
ers. A sure cure. 


JOHN MILLS, Manager. 





H. E, Grarr. 
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THE SHORTEST POEM. 
Copan BuiLp1nc. } 
Boston, Mass., March 1, 1895. 
Editor of Printers’ Ink: 
The inclosed, cut from the Delineator, is 
a “terse verse ’’: 





CANFIELD 
DRESS SHIELD 


L 





I doubt if another such a iy = ad 
can be found. E. L. Smita. 





NO ONE IS TO BLAME, 
Warsaw, O., Feb. 18, 1895. 
Editor of Printers’ Ink: 


How about the inclosed ad? Baker ran his 
for a couple of years, then comes Funk with 
his. Whoisto blame? Baker for continu- 
ing his or the editor for selling the space ? 

ry 


have been prosecuted. The pes had all 
been filed and arguments made. The only 
way an attorney could prosecute a case 
fore a judge who has taken the matter under 
advisement would be to hunt the judge up at 
night and give him a whipping. 

Be that as it may, the Sunday Sun was de- 
nied access to the mails, the claim being 
made that it was obscene. The Sunday Sun 
is a sensational paper, said by its publisher 
to be “the spiciest paper in America.” He 
denies, however, that it is obscene or has 
ever been so. 

Again Attorney Strohm was sent to Wash- 
ington. Arriving there he again appealed to 
Mr. Bissell, but that portly man refused 
to interfere. In the meantime the publisher 
of the paper had prepared an edition of his 
paper with particular care to leave out any- 
thing that might offend the most fastidious. 
It was presented to the postmaster at Kansas 
City and a demand made that it be entered 
as second-class matter. The postmaster sent 


Woo. 
Before You Take Your Feet to Goshocton, Call at FUNK BROS’, WARSAW, 0. and Pot Thom Ta « Good Pair of Sheen. 





—- 


Bring your feet to Bakers’ Shoe Store, 405 Main-str., Cosh 











THE 


‘IV. 


WARSAW, O. ‘THURS. 








WARSAW_ CLIPPER. 
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————__+o+ 
THE POSTAL DEPARTMENT AND THE 
LAW. 


Kansas City, Mo., Feb. 27, 1895. 
Editor of Printers’ INK: 

The statement recently printed in Print- 
ERs’ Ink that no court will review the action 
of the Postmaster-General is, I think, a mis- 
take. The following truthful account of the 
shutting out of a paper from the mails and 
its reinstatement are the basis of my belief. 

The Kansas City ee is published 
in Kansas City, Mo., by H. L. Preston. It 
has a circulation rating in the American 
Newspaper Directory of 20,000, its actual 
circulation being about 28,000. It was started 
in Kansas City five years ago and was moved 
to Chicago two years later. In the fall of 
1893 it was again removed to Kansas City and 

_ application made for the privileges of second- 
class postage rates, a privilege that the paper 
had enjoyed since its birth. A tempora 
permit was granted and for six weeks all 
went smooth. Then an order was sent from 
Washington denying the paper access to the 
mails on the ground that it was obscene. An 
attorney was sent to Washington, who aj 
pealed the case to Postmaster-General Bis- 
sell, who issued an order instructing the 
postmaster at Kansas City to admit the 
paper at second-class rates pending his de- 
cision. The attorney for the Sunday Sun, 
Mr. H. L. Strohm, and First Assistant Attor- 
ney-General Thomas at that time appeared 

‘ore the Postmaster-General and argued 
the case. 

For ten months, or until the last week in 
August, 1894, the Sunday Sun was sent 
through the mails at one cent a pound. 
From 22,000 to 28,000 were mailed each week. 
In August last the postmaster at Kansas 
City received a letter from First Assistant 
Attorney-General Thomas stating that the 
Sunday Sun was not entitled to second-class 
privileges as the appeal had not been prose- 
cuted fore the Postmaster-General. It 
was difficult to see how the appeal could 


the following telegram tothe Third Assistant 
Postmaster-General : 

Publisher of Sunday Sun has presented clean 
paper and demands temporary permit. Can we 
grant it! HoMER REED, Postmaster. 

In response to this the following telegram 
was received by Postmaster 3 

This office can issue no instructions in case of 
—_— Sun until First Assistant Postmaster- 
Gene! upon question of nny to 
the KERR CRAIGE, Third Assistant Post- 


Finding that nothing could be done by ar- 
gument, Attorney Strohm decided to appeal 
to the law. A petition to the Supreme Court 
of the District of Columbia was prepared, 
setting forth the facts, and asking for a man- 
damus to compel the post-office officials to 
admit the Sunday Sun to the mails or to 
show cause why the paper should not be ad- 
mitted. The petition recited the facts in the 
matter, and declared that refusing to allow 
the paper access to the mails because it was 
obscene was absurd, as no paper can be ob- 
scene until it is printed, poll that in presum- 
ing to say that the next issue of the paper 
was to be obscene the Postmaster-General 
was assuming attributes of the Deity. It was 
also shown that if previous issues of the 
paper were obscene, in mailing them the pub- 

isher had committed countless offenses, as 
each paper mailed constituted an offense, 
and that if guilty he should be punished. 

Postmaster-General Bissell and First As- 
sistant Attorney-General Thomas learned of 
the proposed co of Attorney Strohm and 
they were alarmed. 

They knew that if the court did review the 
case they would not stand in a very enviable 
light, and, as the case was a new one, papers 
all over the country would comment on it. 
As a result they sent for Mr.Strohm. When 
he called on Mr. Thomas he was told that it 
had been decided to grant his request, and 
an order was immediately issued granting un- 
conditional second-class privileges to the 
Sunday Sun. Waving accomplished his pur- 
pose, Attorney Strohm returned home. He 
does not know whether the court would have 
entertained his petition or not, but the Post- 
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master-General and First Assistant Attorney- 
General Thomas certainly feared it would or 
they would not have surrendered as they did. 

The facts in the case of the Sunday Sun 
seem to be that the paper has made numerous 
political enemies who are influential, and it 
was this influence that had caused it to be 
deciared unmailable. The absurdity of say- 
ing that an issue of a paper which has not 
been printed is obscene, or will be o 
scene, is apparent to achild. One edition of 
a paper may be objectionable, but that is no 
proof that the next one will be. A man may 
have stolen a horse yesterday, but because 
of that he cannot be convicted of stealing one 
next week, or one not yet foaled. 

While the case is not parallel to Printers’ 
Ink Year Book, it is rae pb throwing 
a sidelight on the workings of the Post-Office 
Department. - Bos HOLLanp. 


aingiieniseniitiiinattemnia 
FINDS IT INTERESTING 
LouisvittE, Ky., Feb. 19, 1895. 
Editor of Printers’ Ink: 

Printers’ INK comes to me regularly and I 
find much in it to interest me, and would re- 
gard an opinion from it relative to my werk 
as one commanding consideration. I inclose 


a novel and ancient looking ad from a coun- 
try paper which may induce a remark : 


ONLY CASH STORE 


—IN— 


SELLERSBURG. 





Say, Sal, let’s get married ? 

Oh, George, times are too hard. 

I know it, but I have found where we can 
get our goods at one-half the price other 
iverchants sell at. 

Where, dear George ? 

At Swengle’s, mylove. Just think of it, a 
pair of shoes for you for 50 cents and a pair 
for me for one dollar and twenty-five cents, 
and then he has some little shoes to 
and then you can get a sack of flour for 38 
cents, a pound of meat for a dime, 3 oamulle 
of crackers for a dime, a coffee pot for a 
dime, a gallon bucket for a dime and three 
pint cups for a nickel, and three bars of soap 
for a dime and— 

Oh, George, I am willing, but you never 
spoke about granulated sugar. 


Oh, yes, he sells 19 pounds for a dollar. 


r 20 cents, 
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AND THEY STILL KEEP AT IT. 
“* MINNEAPOLIS TIDENDE,”’ 
Daily, Sunday and Weekly. 
Minneapouts, Minn., Feb. 21, 1895.‘ 
Editor of Printers’ Ink: 

In your issue of Feb. 13th you invite com- 
munications as to which aol of general ad- 
vertisers in the United States is the oldest, 
and what articles have been given newspaper 
publicity the longest. 

n looking up some of our old files of the 
Emigranten, of which the Minneapolis 
Tidende is a continuation, I find Charter Oak 
Stoves advertised as early as May 17th, 1856, 
Ayer’s Sarsaparilla Nov. 22d, 1856, Hostetter 
Stomach Bitters Feb. 8th,1859,and Merchant’s 
Gargling Oil Aug. 22d, 1859. 

We also have a volume of the New York 
Tribune for 1862, in which I find advertise- 
ments of Brown’s Bronchial Troches, Bab- 
bitt’s Soap and Fairbank’s Scales. 

Yours respectfully, Jno. Byoruus. 


THE COUPONS DID IT. 
“Tue RipGeriecp Press.” 
E. C. Bross, Editor. 

Vol. XVIII. Ridgefield, Conn. 5c. 

Branch office: Wilton, Conn. 
R. H. Fitch. Local Editor. 
Witton, Conn., Feb. 26, 1895. 

Editor of Printers’ Ink: 

I was editor of a small weekly in the east- 
ern part of the State during the summer of 
1894, when there came a demand for $1 
which we had to find or stop the press. 
took six coupons for Printers’ Ink, called 
on six of our best advertisers and offered 
each of them a year’s subscription to the Ink 
if they would pay for their ads six months in 
advance. They all “saw” me. I raised 
$10 over the required amount inside of two 
hours, the paper is still running, and the 
Little Schoolmaster is held in teful re- 
membrance. Very truly yours, R. H. Fircn. 


AN OHIO AUGUSTA. 
SPRINGFIELD, O., Feb. 25, 1895. 
Editor of Printers’ Ink : 

On the principle that “‘a prophet is not 
without honor, etc.,’’ we here in Springfield 
take it as a matter of course and see nothing 
remarkable about it, but when a stranger 
visits us he is immediately impressed with 
the fact that our city is equaled by very few 
places of similar size as acenter of newspaper 
circulation. The post-office reports show 
that last year only nine cities in the nation 

sed Springheld in the amount of sec- 
ond-class matter mailed. This is indeed a 
wonderful showing when the fact that our 
population is only 35,000 is considered. 
here are three great publishing houses 
here which send out the bulk of this second- 
class matter. Mart, Crowell & Kirkpatrick 
issue two semi-monthly publications, Farm 
and Fireside and the Ladies’ Home Com- 
panion. Both have enormous circulations, 
and both are nominally fifty cents per year. 
They are offered at a much lower rate, how- 
ever, to other papers for clubbing and as 
mium purposes, and a great portion of their 
circulation is secured by this means. The 
firm issues Our Day and the Altruistic Re- 
view, a monthly magazine edited by Joseph 
Cook. They also have another aay 
publication, the Farm and Fireside Library, 
which gives an opportunity to mail at second- 
class rates a very large number of miscel- 
1 books used as premiums by news- 





Jupce Moore, 
Ad Man K. S. & Co, 


rs throughout the country. 


a 
. he New Era Company does a large busi- 
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ness in reform literature. It issues four edi- 
tions of a weekly Prohibition paper, the com- 
bined circulation of which ex s that of 
any similar publication in the country. Three 
of these—the New Era (national edition), 
the New Era (Ohio edition), and the New 
Era (Kentucky edition)—are issued at fifty 
cents per year. The Beacon is the other edi- 
tion, just half the size and half the price of 
the New Era. Advertisers usually use all 
editions, as there is no duplication of circula- 
tion. This house also issues a monthly re- 
form magazine, 7ke Question, and a monthly 
paper, Zguity. The latter has a very la 
circulation, the March issue, now on the 
press, eenpee, Becnyen copies, but no adver- 
tising has ever n accepted for it. 

The Hosterman Publishing Company is- 
sue two monthlies, Farm News and Woman- 
hind. he circulation of each is away up. 
Both are supplied to other papers at a big 
discount from the —ae subscription price 
of fifty cents, and their circulation chiefly 
comes in this way. 

There are rumors of the establishment here 
soon of a monthly by an entirely new firm 
which wiil guarantee fifty or a hundre 
thousand circulation. It will be on a line 
covered by no other publication in the city, 
and few anywhere. D. J. Tuomas. 

oe 
DOUBTS ITS EFFFCTIVENESS. 
Beruin, N. H., Feb. 27, 1895. 
Editor of Printers’ Ink: 

This ad amused some of the people, but 
there is a question in my mind as to whether 
it had the desired effect. 


Inclement__.& 


When the thermometer reads zero (a 
circle, or continuous curved line with a 
hole in the center, expressed thus, 0), an 
unerring indication of frigid coldness, 
during prevalence, stoves are liable to 
me overheated,—a fire results, not 
material whether from this cause, or be- 
ing inaugurated by carelessness, or b 
the hand of abase burner, (incendiary), 
—firemen appeer, our home is saved (?) 
by being ruined with a deluge of water. 
ou are perhaps insured, but seldom ex- 
ceeding one-half estimated value (say 50 
per cent). The company mes in- 
volved by reas n of excessive demands 
—. its funds, or its treasurer has 
ruptly left for ions beyond, where 
he can, unmolested, enjoy the fruits o’ 
his sagacity ; perhaps you are a widow, 
much unmanned, left with several in- 
fant industries, and one tugging at the 
maternal fount—a home that is homeless. 
Now follow bitter, yet unavailing re- 
re that you had failed to succumb to 
e repeated importunities of the agent, 
who, you now remember, labored 
with you like a hard-shell Baptist w‘th 
a sinner, brought his intellectual battery 
por nag he pons tng I of logic, ar- 
¥ t 1a 





a 


PRINTERS’ INK. 


THE IDENTICAL HATCHET. 
PHILADELPHIA, Feb. 23, 1895. 
Editor of Printers’ Ink: 


Of the many show window exhibits none 
have attracted so much attention as the 











Tnis is 


Wash oton’s 





{Not Warwick's 




















above, exhibited by a leading North Eighth 
street merchant on Washington’s Birth- 
day. It consisted of a rough iron hatchet 
secured to a board, having a plain frame 
made of unpolished cherry. It drew the at- 
tention of thousands of passers-by, who al- 
most invariably stopped to make closer ex- 
amination, always making some comment. 
Of course it is uncertain » much actual 
business it drew to the store, but without 
question nothing was lost by it. 
pwin B. Lorp. 


—_—_—_~+oo—__—_—_ 
HOW IT LOOKS IN DANBURY. 
Dansury, Conn., Feb. 19, 1895. 
Publishers of Printers’ Ink: 

Please discontinue my subscription to 
Printers’ INK at its expiration, which is some 
time in the coming month. i am going to 
have it, you may be sure, but I am not goin 
to pay eighty-five cents for the privilege o 
subscribing direct, for I am assured by a 
local newsdealer that he can get it for me for 
$1.15 per year. 

If you know that any of your present sub- 
scribers can subscribe for “‘ The Little School- 
master,” through an agency, eighty-five cents 
cheaper than they can subscribe direct, if you 
know that, and you surely should know, it 
seems to me you are doing your regular sub- 
scribers a great injustice in charging them $2. 

Perhaps I don’t understand all the condi- 
tions, but that is the way it looks to me. 

Yours resp’y, Joun A. KersHaw. 
0 
THE OLDEST ADVERTISER 
ALExanprtA, Mo., Feb. 25, 1895. 
Editor of Printers’ INK. 


In answer to your inquiry as to what ad- 
verti t has been before the public for 





uence, all used with no per- 

effect. You apparently would 

in preference borrow $100.00 than to be- 
lieve him, when for an outlay of the pit- 
iful sum of one dollar, invested in an 
mcy Fire Extinguisher, the dis- 
delineated might have been 


merge’ 
aster 
JOHN COLLIN, 


Agent for Berlin, Gorham 
and vicinities. 











E. J. BARNEY. | 


the greatest length of time, I would say that 
the name of Dr. Ayer seems to have precedent. 
Truly yours, Jasper Buings. 


o- —— -- 
San ANSELMO, Cal., Feb. 19, 1895. 
Editor of Printers’ INK: 

In my estimation the best six papers for an 
advertiser are the following: Boston Glode, 
New York Sun, Atlanta Constitution, Chi- 
cago Record, Minneapolis Journal and the 
San Francisco Examiner. i 

I think they cover every part of the United 
States fairly well. Auc. GERHARD. 





PRINTERS’ 


IN DAYTON, OHIO. 


Office of “‘ Farm News.” 
Miller Purvis, Editor. 
SPRINGFIELD, O., Feb. 28, 1895. 
Editor of Printers’ Ink : 


Inclosed find a ietter which I have just re- 
ceived. It explains itself. My letters on 
agricultural advertising seem to have at- 
tracted some attention. I think this is a new 
field for the expert that promises good re- 
sults. If I were an ad expert I should enter 
it. Yours very truly, _MiLuer Purvis. 


Public Correspondence Table. 
Dayton, O., Feb. 27, 1895. 


Miller Purvis, Editor 
Springfield, O.: 

Dear Sir—I to-day received last week’s 
copy of Printers’ Ink (having been away 
from the city for a week), and in it noticed 
an article contributed by you on the subject 
of street car advertising. You state that no 
advertising is seen in Dayton street cars, or 
rather, that you have seen none. 

Allow me to state that four out of the six 
lines here are operated by electricity. But 
one line (electric) of the six has advertising 
in it, and as it is an obstinate road, entirely 
to itself, and not accepting the transfer sys- 
tem, it has but a small trade, which probably 
accounts for your never having heard of re- 
sults from Dayton street car advertising. I 
believe, however, that good results would 
come from advertising with cars of the other 
lines. They are the handsomest in the land, 
and have a big trade. Believe me, yours 
very truly, Gro. E. Kipp. 

615 May street. 


YounG Men’s CurisTIAN ASSOCIATION. t 


“Farm News,” 
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In an interview not long ago Mr. Gladstone 
stated that looking through an American 
magazine he always studied the advertising 
pages, thereby frining an opinion of our com- 
mercial, as well as our literary ingenuity. 
There is a certain variety of interest in ad- 
vertisements that will repay the attention of 
even the busiest mind.— Minneapolis Times. 


> 


Displayed Advertisements 
50 cents a line: $100 a page; 25 per cent 
extra for specified position—if granted, 
Must be handed in one week in advance. 


A 


Pian, straightforward printing (like Privt- 
ERs’ Ink, for instance)—that is the kind you 
want; that is the kind that pays; that is the 
kind I do. Address WM. JOHNSTON, Manager 
Printers’ Ink Press, 10 Spruce St., New York. 


Newspaper 
Novelties 
Wanted. 


During the year 1895 I would be pleased to 
receive communications from people having 
propositions for newspapers. Information 
concerning syndicate letters, schemes to in- 
crease circulation or to incite advertisers to 
business, or anything that may be beneficial 
to a wide-awake daily paper. Address 

FRANK MOFFITT, 


Dec. 21, 1894. OAKLAND, CALIFORNIA. 








DRESSES to let direct from letters. Good! 
J. H. GOODWIN, 1215 Broadway, N. Y. 


























portance. 


of the Empire State. 








Since 1888, THE PREsS has grown in strength and im- 
It is still growing and will keep on growing. 
It is officially recognized by the Republican State and 
County Committees as the leading Republican newspaper 
With progressive advertisers, 


“® The New York Press 


is the standard by which other papers are rated. 


“Tue Press, the most 

widely circulated Republi- 

can newspaper.’’—WN. FY. 
Evening Post, Aug. 2, 1888. 
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THE WAVE, "2 ,Frewtere. Se Conse so 
se, Wernrate! rau 3, 7 aot 


., sole agent. 
“Be 





Printers’ Ink for November 
28th, 1894. 


THE 


YEAR BOOK 


--ISSUE.. 


iInasm the Post-Office Depaappent will 
not Sieerioute e the interdicted issue of PRINTERS’ 
INK without “each separate t of , 10 Cee a 
separate ~*." 

unt, we have ie one thouss 
conten on Shand in excess of those intended for 
par ordinary demand, this is to = known to 
terested ies, everywhere, t we will re- 
wae and ‘execute orders for this bos tee at 10 cents 
each or $10 a hundred, un — is ex- 
hausted, and will prepay the in 


“Address, with CASH, 
PRINTERS’ INK, 
10 SPRUCE STREET, NEW YORK. 


ee $10.00. 


Advertisement—A publisher wishing to insert a 
short *riavement Pot — & less in the 
cous B..¥- 


Si e description 
oii r Di- 
yi aS 





PRINTERS’ INK. 


} SAGINAW 


‘COURIER-HERALD. 


5 

Daily, 6,000 

Sunday, 7,000 
Weekly, 14,000 


» The Leading Paper in Northern 
) Michigan. 
. Largest Weekly in the State, 
) outside Detroit. 
» Covers the homes of that section 
{ very thoroughly. 
» Delivered by its own carriers into 
the hands of its readers. 
Receives full Associated Press 
Reports. 
Z Saginaw — population, 60,000— 
is the Third City in Michigan. 
For particulars, address 
?H. D. LACOSTE, 


} 38 PARK ROW, 
NEW YORK. 








accompa’ 
wordsor or less, and 10 cents a for each 
more than ge po discount of 10 
be dedu All statements of $3 indi- 
will be set in 1 type (of which this is 
a specimen), and will be preceded by the word 
“advertisement.” In th way it be possi- 
ble for a publisher, on his own responsibility, 
to Pe Spe hon information that he im- 
before yr meng od and other 


Aya 


or other picture, and for this work there 
no extra c . Such a picture may prove 
2 cae and attractive advertisement. It 
that a publisher who owns an 
f illustration, or who 
ll beco: 


Those issues o: 
Ga baecenyter, previous years wi will find speci- 


men pictures of newsp.per establishments. 
hades LY sy powepe Tr owns an office it is well to 


wu; for the perous 
Yay t vertisers arrenclined to 


Address all communicationg 
keWerarek DIRECTORY,No: 








It Is-=--and 
Why It Is. 


Twenty odd years ago, in Boston, Mass., a 
paper was founded for reporting every week 
the important transactions for bankers, mer- 
chants, lawyers, builders and real estate men 
to keep track of. The paper grew slowly at 
first ; the price was high and only business men 
who really needed it subscribed. To-day the 
subscription list is a little over fifteen thou- 
sand; and advertisers are surprised to get 
better returns from it than from a daily news- 
paper of a hundred thousand circulation ; but 
there is really nothing surprising about this 
wken you think of the solid Massachusetts 
citizens who pay $5 a year for THe BANKER 
AND TRADESMAN, and keep it on file for con- 
stant reference. They have money to spend 
and invest. They are buyers, every man of 
the fifteen thousand. It pays because it 
ought to pay. That is the fact of it and the 


why of it. 
> > 
THE BANKER AND TRADESMAN, 


220 Devonshire St., Boston, Mass, 
( Shall we send you a copy and rate card? 
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MORRISON 
MORRISON 
MORRISON 


Eastern Agent, 


Overland 
Monthly 


500 Temple Court, 
New York. 


a 














Ohio 
State 
Journal. 


Established 
1811. 


Leading Newspaper 
Of Central Ohio. 


Daily—Circulation 12,750, only morning 
newspaper printed at Columbus, a city of over 
100,000, and reaching by early trains the best 
portions of Central and Southeastern Ohio. 

Sunday—Circulation over 17,000, with- 
out a rival in its field, being the only news- 
paper circulated in Columbus on Sunday that 
prints all the telegraphic and local news. An 
especially good medium for classified adver- 
tisements, 

Weekly—Now issued as a twice-a-week 
edition,on Tuesdayand Friday. Circulation 
22,000, chiefly among the farming com- 
munities of Central, Southern and South- 
eastern Ohio, reaching more homes in this 
region than can be done with any other pub- 
lication, 

OHIO STATE JOURNAL CO., 
Columbus, Ohio, 





No Claims 

No Affidavits 

No Promises 

No Rebates 

No Discrimination 


THE CALL 


OF PHILADELPHIA 


Will Give Every Advertiser 


A FAIR RETURN 


For his Investment in its 


Columns. 
% 


EDGAR M. HOOPES, 
Wicminaton, Det. 


Manager of the Foreign 
Advertising of THE CALL. 
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Doubt 
There 
Can 
Be 

No 
Doubt 
About 


The 
Peterson 
Magazine 


It 

Pays 

Advertisers 
' @0e0e 


Penfield Pub. Co. 
109-111 Fifth Ave., 


New York. 


FRANK EB. MORRISON, 
Special Agent, 

500 Temple Court, 
New York. 


PRINTERS’ 


|them a trial. 
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R'I-P-A-N-S 

. e ° e 
The interesting case of Mrs. 

James Taylor, who resides at 


No. 82 Bailey avenue, Kings- 
bridge, New York. 


New York, Dec. 14, 1894. 
Mrs. Taylor’s Testimonial. 

To the Ripan Chemical Co.: 

My age is 65 years. For the 
past two years I have had liver 
trouble and indigestion. I al- 
ways employed a physician, 
which I did in this case, but 
obtained no beneficial results. 
I never had any faith in patent 
medicines, but having seen 
Ripans Tabules recommended 
very highly in the New York 
Herald, 1 concluded to give 
After using them 


for a short time I found they 
were just what my case de- 


manded. I have never em- 
ployed a physician since, which 
means $2 a call and $1 for 
medicine. One dollar’s worth 
of Ripans Tabules lasts me a 
month, and I would not be 
without them if it were my 
last dollar. They are the only 
thing that ever gave me any 
permanent relief. I take great 
pleasure in recommending them 
to any one similarly affected. 
Mrs. J. TAYLor. 


The constant beneficial use 
of Ripans Tabules in cases like 
this of Mrs. Taylor may be 
continued for years with all the 
advantage and no more possi- 
bility of harm than comes from 
a daily resort to any one 
of Nature’s most beneficent 
springs of medicinal waters. 

Ripans Tabules: Sold by druggists, or by 


mail (50 cents a box) by The Ripans Chemical 
Company, No 10 Spruce St., New York. 
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‘‘Largest Wholesale Grocers.’’ 
DayTon, OnI0, September, 21, 1894. 


TO WHOM IT MAY CONCERN : 

As Wholesale Grocers, we take pleasure in setting forth the fol- 
lowing facts, of which we have fuliy convinced ourselves, viz. : 

‘““THE DAYTON TIMES (Morning) and THE EVENING 
NEWS are not only among the best papers published here, but have 
the largest circulations in their respective fields, and to any ad- 
vertisers who desire covering the City of Dayton with the best news- 
paper mediunis we heartily recommend THE DAYTON TIMEs and THE 
EVENING NEwsS to their favorable consideration. 

Very respectfully, J. K. McINTIRE & CO.” 


Need We Say More ? 


These long established, up-to-date 
Family Newspapers, with a combined circulation of 14,000 
Daily, have proven paying investments for advertisers. We 
can prove this. If you are sufficiently interested to get our 
prices for advertising you will be surprised to find how reason- 
able they are. Address, 


H. D. LaCOSTE, 
38 PARK ROW, 
NEW YORK. 





3 HE LOCAL NEWSPAPER 


— 





IS THE BEST ADVERTISING MEDIUM 
Because it reaches the homes of the people. 
THE BEST LOCAL DAILY IN PENNSYLVANIA 
Is THE 


Chester e&idy Times. 


30 000 cultured, intelligent people in Chester, Media, Up- 
+ land, Thurlow, Ridley Park, Moore, Norwood, Glen- 


olden, Darby, Wallingford, Swarthmore, Morton, Darby, and half a 
hundred more thrifty towns in the best section of the Keystone State, 
consider the CHESTER TIMES just as essential to their happiness as 
their suppers each evening, and they read it, ads and all, because it is 
filled with bright, crisp local news. 

Don’t you think you ought to plant an ad here, where the people 
know a good thing when they see it? If you do, Rowell, Ayer, Pet- 
tingill, the National, Dauchy, Bates & Morse, or any other reputable 
advertising house, will be glad to make arrangements for you Or 
you can talk business direct with the proprietors. 


WALLACE & SPROUL, CHESTER, PA. 





PRINTERS’ INK. 


Station Advertising 
Reaches the Buyers 
Of the Great Northwest 






































In the 


960 Waiting Rooms 


On 


The Chicago, Milwaukee & St. Paul 
System 


; Controlled by 
..G. S. Mackenzie, Chicago... 


1160 Monadnock Building. 
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‘There are papers of large circulation 
which carry only a limited volume of 
want advertisements, but no paper with 
a small circulation ever has a large vol- 
ume of wants.—Printers’ Ink, Feb. 
20, 1895. 











The Daily and Sunday_—— 





ST. PAUL GLOBE 


prints more classified advertisements than all the 
other St. Paul dailies combined. It also prints in 
its daily issues more local display advertisements 
than any other of its competitors—while the Sun- 
day issue has regularly from 10 to 15 columns more 
than its nearest rival. 

Local advertisers use it because it pays them 
and is popular. The true test of a paper’s popularity 
(and the popular paper has the circulation always) 
is indicated by the amount of local display and clas- 
sified advertising it carries. 


New York Office, 517 Temple Court. 
C. E. ELLIS, Eastern Representative. 





ELHHET TTT SESE 








52 PRINTERS’ INK. 


From ARTEMAS WARD, Advertising Manager. 


ENOCH MORGAN SONS CO., NEW YORK, 
Proprietors of ««‘SAPOLIO.”’ 





os Only One Answer! -ve 


Messrs. CARLETON & Kissam, 
Dear Sirs :-— 


Who leads in Street Car Advertising ? 
Our cards are in all your cars. 


Are we satisfied with your service ? 
Our cards are tn all your cars. 


Does Street Car Advertising pay ? 
Our cards are in all your cars. 


We have many more voluntary testimoni- 


als from America’s greatest Advertisers--- 


Why ? Because they know when a contract is 
placed with us THEY GET WHAT THEY BUY! 


CARLETON & KISSAM, 


50 BROMFIELD STREET, BOSTON. 


Postal Telegraph Building, - - - - NEW YORK, 


16 BRANCH OFFICES. 





PRINTERS’ INK. 


A Large Majority (i) 


of the largest advertisers in 
America have used the 
lists of the 


C. N. VU. 


continuously, for many years. 

Having built up a large busi- 
ness amongst the readers of 
these papers, they keep on be- 
cause they want the business 
to keep on. 

If they can build up a busi- 
ness, so can you. All that is 
needed is a good article, a 
good ad, and a good deal of 
space in the C. N. U. 

If you have the first two, we 
can sell you the third. 

Estimates and catalogue on 
request. 





Chicago Newspaper Union, 


93 S. Jefferson Street, 
CHICAGO. 


New York: 10 Spruce Street. 
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SILVER camp | Silver Setting 
On Eanru! In a Sea of Silver! 


The id of Leadville mines, 
a in eS 


“aoa, noe! ()PHIR OF coLorapo: 


15,095,153.00 
. 13, 170,576.00 i 
j 17,131,853.00 Ten of the Most Eminent 


- 15,839,446.00 ; 
12'837/497.00 Mining Engineers Pronounce it the 


1376073330| GREATEST GOLD FIELD 


. 12,072,967.81 
| 11,605,205.48 IN AMERICA! 
. 18,639,351.75 
. 11,798,892.84 of Gold, Silver, Iron, 
 11/916,740.00 Mountains * 7 and Lead! 

. 8,160,388.98 
. 8, 579, 164.87 | Six Large Smelters! 


Total, $188,289,402.72 A Score of Mills! 

















—~@ $jdThree Transcontinental Railways! 


LEADVILLE| 


Greatest INDUSTRIAL CENTER 


IN THE WEsrT. 
The vast territory of which it is the Commercial, Financial and 


Political Center, extending from Denver to Salt Lake City, a distance of 
over 700 miles, is completely covered by 


The Herald Democrat (aos) 
The Evening Chronicle (AFTERNOON) 
The Carbonate Chronicle wees. 


UNDER ONE MANAGEMENT. 
Cc. C. DAVIS & CO., Proprietors. 
The Only Daily Papers in this Vast Region of unexampled Thrift and 


Industry, reaching Ten Counties Twenty-four hours ahead of all other 
journals. 


Ss. C. BECKWITH, 


Sole Eastern Agent, 
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Republic-Times. 


PUBLISHED BY 


The Hosterman Publishing Co., 


SPRINGFIELD, OHIO. 


GEO. S. BECK, Ad Manager. 





Hotel men everywhere should advertise in the REPUBLIC-TIMES, of Springfield, 
Ohio, because there are probably more men traveling regularly in the employ of Springfield's 
magnificent manufacturing establishments than go out from any other city of its size in this 
country ; and they all read the REPUBLIC-TIMES reyularly, because it is the one only 
daily paper in the city printing an eight-page paper from a perfecting press and giving all 
the foreizn and local news. 

Then, too, the rhythmic entrance of this model family newspaper into the great majority 
of the homes of Springfield and Clark County, Ohio, is a subject worthy the serious attention 
of any advertiser in any line desiring to place his product before a constituency having the 


money to purchase anything they may desire. 


* FARM NEWS” and * WOMANKIND.” 


Have you noticed that the “ King of ’em all‘ FARM NEWS?” and the “ Queen of ‘em 
all ‘WOMANKIND"” are both copyrighted, and better than ever before in their entire 
eventful histories? 

The ad rate of both of them is remarkably low, and advertisers everywhere are de- 
lighted with returns. 

You can always rest assured that everything possible will be done by the publishers and 


management to make business relations with them pleasant as well as profitable. 


THE HOSTERMAN PUB. CO., 


SPRINGFIELD, OHIO. } , 


GEO. S. BECK, AD MANAGER. 
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Our Shoulders 
are Broad. 


We will relieve you of every detail 
of advertising—except paying one 
bill. 


Details that to you are irksome and 
unusual are matters of system and 
experience to us. 





We employ men to write and illus- 
trate advertisements—have a_ fully 
equipped printing office for putting 
them in type. 





Let us map out an advertising cam- 
paign for you. 








Write, 


Lord & Thomas, 


Newspaper and Magazine 
Advertising, 


45°47-49 Randolph Street, 
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Sure Test 


One of the shrewdest advertising men in the 
country once remarked, “show me the paper that car- 
ries the largest number of ‘Want’ and other small 
ads, and I will show you the best and most widely cir- 


culated paper in that town.” 


™ Evening 


Star 


has always enjoyed that distinction in Washington, 
and the quantity and quality of its circulation proves 
this assertion. 

It has more than double the number of small ads 
of any other paper in Washington, because it is a 
“home” paper. 

It goes into 82% per cent of the occupied houses 
of the city, and it is presumed that the 17% per cent 
who do not take it at home either buy it on the street 
or are too poor to afford a daily paper. 


New York Representative : 
L, R. HAMERSLY, 
49 Potter Building. 
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MAGAZINE AND TRADE PAPER ADVERTISING 
Edited by Walter W. Brett. 


In order that this est may not be a one-man view of the question, correspond- 


ence, pertinent to the su 
and questions answered. 


The Sterling Remedy Company has 
sent in a reproduction of its four-page 
insert in the Western Druggist. 

It calls attention to the paragraph in 
the matter called ‘‘ Thought Thieves.” 
In this it takes occasion to score those 
who have stolen its ideas and imitated 
its package, etc. 

Whenever an article is extensively 
advertised there are hundreds stand- 
ing ready to follow across muddy 

laces in the footsteps of those gone 
fore. There is nothing startling in 
the fact that * No-To-Bac has been the 
subject of imitation, and I fail to see 
what place the plaint has in an advertise- 
ment. The insert contains the ad of 
No-To-Bac, which I spoke of, on ac- 
count of its repulsive head-line, in this 
department, some time since. 
here is a circular accompanying 
the matter in which the Sterling Com- 
pany rubs in the repulsiveness of the 
tobacco habit. 

The circular has the picture of a 
man and a woman, who looks as though 
she had the ‘‘grip.’’ On the foot of 
the circular isa note: ‘‘ He lacked the 
nerve to make her happy.’’ ‘‘ Why?” 
‘*Hold the circular to the light.” 
Upon holding the circular as directed 
you have a picture of a man squirt- 
ing tobacco juice into a cuspidor. It’s 
the lowness of nastiness. Just so soon 
as the Sterling Company arrives at the 
conclusion that there is a nice way 
of telling its story, just so soon will 
the telling be more profitable. 

* * * * * 


The Keystone Watch Case Company 
have an ad in the Keystone which con- 
tains the elements of progressiveness. 
The ad contains a sample cut which is 
reproduced herewith. The idea is 
that the Keystone Company will fur- 
nish a plate or series of plates of this 
sort to its customers, whereby the re- 
tailer is enabled to hand to his local 
paper a well displayed, convincing ad, 
with a cut of the goods in question. 
The retailer is saved the trouble of ar- 
ranging copy; the manufacturer is 
benefited by knowing that his goods 


ject, will receive careful attention. Sample ads will be discussed 


are being properly displayed. This 
idea is a fruitful one that deserves a 
more general consideration. 





You have possibly been 
thinking of buying a watch 
case, but could not see 
just what suited you. 


Look at t 
BOSS 14 K. filled case 
here shown, with 
i beautiful 
repousse ornamentation. 
latest out, 
the most fashionable 
and the prettiest. 


Can get one at Smith's 





I should think the average whole- 
saler would do well to adopt just such 
a scheme—to get up a series of ads 
concerning his goods, and have a set 
of proofs made showing their arrange- 
ment. When the salesmen took an 
order they would agree to furnish a 
number of electros of the ads of the 
goods in question. This would give 
the retailer the advantage of display 
that he could not possibly get at the 
hands of the local paper. The cuts 
might be mortised to allow the intro- 
duction of the dealer’s name and a 
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general list of staple stock. What an 

advantage the retailers would gain if 

half a dozen manufacturers would go 

into this matter. What a good turn 

the wholesalers would do themselves. 
* * * * % 

This is painting time, and from now 
on the paint manufacturers will reap a 
portion of their harvest. 

Here is a missionary after trade that 
John Lucas & Co, send out through 
the columns of the Hardware Dealers’ 
Magazine. 

The ad is so much better than the 
average that I think it particularly 
worthy of reproduction. 

There is just enough matter to be 
readable, and the matter is convincing 
enough to appeal to a man whose 
domicile needs a new coat. 

The display, the illustration, the ar- 
gument, are all good and show pro- 
gressiveness. 

* * * * * 


The advertising s ee sent out 
by the National Cash Register are par- 
ticularly good. They are in the form 
of circulars, two and four pages. No 
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the change in method? I think so. 
I have never seen an ad of this cor- 
poration in the newspapers. that in any 
way attracted my attention as do their 
circulars. These circulars are worth 
sending for. I presume Mr. Gibbs is 
responsible for them—Mr. Gibbs is 
deserving of cuedit. 
~ « 

The olian Cebit has a four- 
page insert in the March number of 
Harpers, which is particularly well 
written. The matter is hardly dis- 
tinguishable from regular reading mat- 
ter. This brings out one of the unique 
features of the ad. 

In order that the public may not be 
misled into reading an advertisement 
and not knowing it until half way 
through it, they use an asterisk on the 
title, which refers to this foot note: 


*This article isan advertisement of the Xolian. 
We make this statement to prevent people from 
reading it under any misap rehension of its 
character. Please do not misunderstand us; 
we are anxious to have it read, and we believe it 
is of sufficient interest to repay a perusal.—THE 


This is evidence of a pretty thorough 
understanding of human nature. 
I imagine that the open and fair 
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Color Is a Power 


It catches the cye. It rivets the 
mind It affects the disposition 
Inharmonious!y employed it offends 
correct taste. Harwonicusly treat- 
ed it beautifies and elevates. Our 
Sample Cards Show harmonies of 
analagous colors and compiiment- 
ary colors They make uoly houses 
impossible. See our cards and get 
our Dealer's discounts. 


JOHN LUCAS & CO., 
Color Makers, 


PUILADELPMIAS MEW YORE asc CHIcACO 
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doubt but that these announcements 
gain trade for them ; but the question 
naturally arises: If this corporation 
was to do less circularizing and more 
newspaper advertising, and the news- 
paper announcements were as good as 
the circulars, wouldn’t the results justify 


intention, which is evidenced by this 
note, will gain them friends. 

It doesn’t matter what the subject 
may be, between man and man, whether 
it be an ad, or the price of a horse, or 
the price of a pair of shoes—honesty 
and fairness win in the end. 
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ask questions about Ss? pertaining to 
and hints for the betterment of 
ideas—this is the retail branch. 


ADVERTISING FOR RETAILERS. 
Edited by Charles Austin ‘Bates. 


Retail merchants are invited to send advertisements for criticism 
this department. 


and m; to 
- — 


ive — to 
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SOeeeeeeserese sees roses 








As an example of an advertisement 
which is well-nigh perfect in matter, 
I reproduce this one from Toronto. 
Almost everywhere, levers of coffee 
would be attracted by the head-line, 
and in nine cases out of ten would read 
the advertisement clear through : 


What About 
Your Coffee? 


Eminent authorities in this country and in 
Europe agree that coffee, when pure, is one of 
the most healthful of bever: ut it must be 
pure. When mixed with c icory it is most 
injurious to the system, causing many dis- 
orders of the stomach, etc. We have been 
most successful in our efforts to encourage 
the use of pure coffee. Our sales of 38c. pure 
dry roast and goc. Java and Mocha have 
reached an enormous amount. We have no 
hesitation in recommending them as the best 
values in coffee offered in Canada. 


MacWillie Bros. 
GROCERS. 

Confederation Life Building. 

Telephone 326. ToronTo. 








I believe that this advertisement is 
well designed to sell coffee. May be 
the return will not come immediately, 
but some morning when the coffee is 
had, the housewife will receive the 
suggestion that she had better try 
MacWillie Bros.’ next time. 

* % 


* 

In this advertisement from Waco, 
Tex., is an example of good intentions 
gone wrong. The man whose health 
would be improved by changing his 





a 


CHANGE ¥ ¥ 


= diet occasionally is good } 
for the health. In order to 
change frequently you nat- 
urally want a well selected 
stock of Fresh GROCERIES. 

Have you tried our fine 
Mince Meats? Something 
very palatable. 

Our bulk and package } 
Ouive O1 is immense. { 

+ 


J. C. RILEY & SON. 


Successors to I. R. Kellum, } 


323 Austin Sr. 
ee ee 


diet to mincemeat and olive oil must 
have been eating Welsh rabbit and 
carpet tacks before. Riley & Son had 
a good idea in this ad. The first part 
of it is first-rate, but they should have 
picked out something which was well 
known for its healthfulness, instéad of 
such a thing as mincemeat, which is 
generally believed to be condensed 
dyspepsia. 
** 

I doubt very much if there is any- 
body living who believes more firmly 
in the efficacy of advertising than I do, 
but I must admit that the gentleman 
who published the following ad is 
crowding me pretty hard: 
$20 "fon from Wmn'D. Frost wanted. 
I will a Twenty Dollars in gold to one 
to je F, it tor me. I make the offer ral 

es pay aie ‘Goltace than aot” A ik 
and because I want to be sure that good, 
honest spirits can a do yl back. 


WM. B. POTTER, M. D. 
Hammonton, Feb. 22nd, 1895. 


I think that almost anything on earth 
can be had by advertising, but I am 
not sure that I believe advertising capa- 
ble of reaching into the hereafter. 

# % 
* 

The Sterling Bicycle Co., of Chi- 
cago, have sent me a couple of ads 
for criticism. One of them, which ap- 
pealed for direct orders, was printed 
in religious papers. It tells a sug- 
gestive story in a terse way, which I 
should think would be effective : 


One 
Pastor 


On a wheel is worth two on foot, says 
the Rev. Mitchell, of Kansas City. 
One pastor on a 


STERLING 


would better the remark. There’s 
ores | in having him on a Goop 
wheel rite for our art catalogue. 


‘* Built 
Like a Watc 


STERLING CYCLE WORKS, 
CHIcaco. 
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In the other advertisement, which I 
believe is inserted in trade papers, the 
following paragraph occurs. It is dig- 
nified without being stiff, and earnest 
without being familiar : 


..- THE STERLING 


for 1895, as in 1894, 
will Roy wheel for 
the expert rider, the 
man who knows a thing 
ortwo. It will sell for 
more than others, simp] 
because it wi wort 
more. Long-headed agents 
are making no mistake. 
They recognize a demand for 
something above the ordinary, 
a wheel for expert riders, the best 
that can be obtained at any price. 
That’s why they are banking on the 
Sterling. e are ready to 
talk ’95 business if you are. 


* & 
* 


I get an enormous quantity of mat- 
ter addressed to thisdepartment. I am 
always glad to get it, but I cannot be- 
gin to notice, or even acknowledge, any 
great part of it. The PRINTERS’ INK 
pigeon-hole in my desk is about as big 
as a bushel basket. It is easy for 
things to get lost there. I stir it up 
occasionally, and take what comes to 
the top. In this way I have just dis- 
covered an advertisement sent by Mr. 
Fuller of the Brockton, Mass., Znéer- 
prise. It is an advertisement of Brock- 
ton’s First Universalist Church. It 
occupies about six inches double col- 
umn, and was published on Sept. 8th, 


1894. 
SALUTATORY. | 


For the third consecutive season we utilize 
this particular corner of Saturday’s Enter- 
prise to advertise the work, the character 
and the claims of Brockton’s 


First 
Universalist 
Church, 


Weare sincerely grateful for what this black 
issi lished for us in the 














y has accomp H 
past and we confidently hope for still larger 
returns in the days to come. ‘ 

As a church we advertise because it pays. 


It enables us to reach the masses. It brings 
innumerable strangers to our church. It has 
quadrupled our congregations. It prods the 
minister, inspires him to be wide awake, to 
select topics that are practical, helpful and 
up-to-date. 


Every Saturday Look at this Corner 


for notices, for the prospectus of our work. 
TO-MORROW: Sunday School at 12. 

Preaching by the pastor at 1.30. Devotional 

Meeting at 7. Supper Thursday night at 


6. 30. 
The Church is on Cottage Street 


PRINTERS’ INK. 


It has long been a theory of mine 
that churches ought to advertise. It 
really seems that the wicked people in 
the world are continually getting ahead 
of the good people, and I think this is 
mainly because the wicked are intensel 
practical, and the good are not so fuck 
so. If aman is running a theater, or 
a horse show, a billiard room, or a 
saloon, he will advertise it to let peo- 
ple know about it. } 

Churches do not advertise. If you 
want to know what is going on there, 
you must go and see. I do not see 
why the subject of the minister’s Sun- 
day sermon should not be advertised 
on Saturday, and even in the highly 
immoral and wicked Sunday news- 
paper. (You have doubtless heard of 
‘fighting the devil with fire.”") The 
only fault I have to find with the ad- 
vertisement which is reproduced is 
that it does not tell what the pastor is 
going to preach about. I should think 
that this was a very essential feature. 
I remember several years ago, in Chi- 
cago, one of the churches advertised a 
series of Sunday night talks by its pas- 
tor. The advertising was done princi- 
pally by means of hand-bills hung up 
in the street cars on lines running close 
to the church. The sermons were on 
topics of current interest, and the ad- 
vertising filled the church to overflow- 
ing. Ithink that nothing but good can 
come from such an undertaking. Ifa 
minister is preaching to empty benches, 
he is not doing as much good as he 
could. If one-third of the church is 
empty at every service, the preacher is 
not ‘‘covering his field.’’ Here isa 
hint to the publishers of newspapers. 
Here is a chance to develop some en- 
tirely new business, and I think it 
ought to be developed even if the 
churches have to be presented with the 
space gratuitously! The average edi- 
tor and publisher hasa great many sins 
to answer for, and it is possible that 
such a proceeding on his part would 
tend to even matters up. 

** 
TownseEnp, Del., Feb. 25, 1895. 
Mr. Chas. Austin Bates : 

Dear Sir—Is there anything the matter 
with the Autoharp people’s advertisement on 
last page of March St. Nicholas? 

ruly yours, FRANK M. Tyson. 

When I received this postal card, I 
was really in hope that the Autoharp 
had at last been represented in an ad- 
vertisement that I could unequivocally 
indorse, and I looked up the S¢. 
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Nicholas with an anticipation of pleas- 
ure. “But the cat came back’’—the 
ad was as bad as usual. Probably not 
quite as bad as usual, but bad enough. 
There was a picture of the Autoharp, 
described as ‘‘Style 234, price $5.’ 

That much is good. e text of the 
ad, however, is almost as faulty as 
ever, because it does not tell what the 
Autoharp is. It says: ‘* Autoharp.— 
This means a musical instrument hav- 
ing a cord-bar provided with base of 
felt to press down upon the strings. 
All Autoharps have a felt cord-bar, 
Sent c.o.d., or if money is sent with 
order, express prepaid anywhere in the 
United States. Send for illustrated 
story, ‘How the Autoharp Captured 
the Family.’ Eight styles and sizes, 
$1.50 to $150.”’ 

As I understand it, the Autoharp is 
to be sold to people who know noth- 
ing about music, and who would buy 
the Autoharp because it is a musical 
instrument, the playing of which re- 
quires little or no skill or training. I 
I doubt if any such people will know 
what is meant by a ‘‘cord-bar’’ or 
what it is good for. I should think 
that the thing: to advertise about the 
Autoharp would be the fact that beau- 
tiful music can be made by it, even by 
those who know very little of music, 
and that it is quickly learned and why. 
I sup) that the cord-bar has some- 
thing to do with the facility with which 
it may be played by the novice, but 
this ought to be explained so that the 
novice can understand it. 

This Autoharp advertising is not 
local advertising, and so does not be- 
long in-this department, but there is a 
moral in it for the local dealer. If he 
will read some of the Autoharp ads, he 
will see that they tell him nothing that 
a prospective purchaser would like to 
know. He will find when he gets 
through reading one of the ads, that he 
has no conception from that ad of 
what the Autoharp really is, and what 
it does and who it is good for. This 
ought to prove to him the great impor- 
tance of having his own ads perfectly 
plain and full of pertinent information 





For Pianos—(S. D. Lauter Co.). 
The Best of Its Class. 


The GABLER piano is a better piano than 
any other that sells at the same price. The 
Gabler folks think it is the best piano in the 

— ve of ice. t’s what 


_not a hitchin: 
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For Corsets—(By W. B. Smith). 


To Make 
A Dress 


fit over a pair of corsets that do not fit, is 
setting the best gown-fashioner a task that 
will bring little satisfaction. 

ur 


Long Waist 


D. & A. Corsets at $1.00 were not made by 
guess work; they were made with due re- 
spect to the anatomy of a woman, and the 
will fit ; getting the right one is easy, wit 
the aid of an intelligent saleswoman. When 
you have your dress fitted, have the corset 
right. That’s a secret that prevents wrinkles. 
e have Feather-bone Corsets also. 





For any business—(By Hector Cameron). 


When We 
Buy Right 


‘ou Can’t make mistakes; we’ve been learn- 
ing the business of buying for 15 years; we 
know a lot of things about Dry Goods that 
you can’t learn from hearing other le 
talk, nor is there any printed matter on the 
subject. When we say a thing’s good, ’tis 
good; when we say a price is low, ’tis low; 
we say that our——is—— 





For a Newspaper. 


IF YOU 


Were face to face with a prospective 
customer what would you say to in- 
sure a sale? Say the same in an ad- 
vertisement to our many readers, 
every one a prospective buyer. People: 
would be glad to deal with you if they 
knew how you could benefit them. 


USE THESE COLUMNS. 


For Shirts—(By W. B. Smith). 


Some 
Shirts 


choke one—arms are too short, bosom is for- 
ever humping itself, and trying to squirm out 
of one’s vest, and the button holes keep shift- 
ing around every time the shirt gets a bath; 
that sort of shirt is dear as a gift. 7 
Our shirts at 75c. are good, reliable shirts, 
cut by men who know that it’s to fit a man, 
post. ‘The bosoms are rein- 
forced linen, button holes hand-made, and it 
won’t rip—that is, not for a good while, 
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An advertising agency is as good as 
its worst feature. Each essential is a 
link in the chain of success. The chain 
must be of symmetrical strength. One 
weak link will make it worthless. 

We offer you the use of a chain that 
has never been strained or broken. 

Will you use it? 

On any question pertaining to adver- 
tising write to 


The Geo. P. Rowell Advertising Co. 


10 SPRUCE STREET, 


NEW YORK. 
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